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The  power  of  desktop  virtualization. 


Thousands  of  virtual  desktops 

and  applications,  in  any  combination,  now  in 

your  capable  hands.  Citrix®  XenDesktop™  with 
HDX™  technology  gives  you  an  effortless 

way  to  deliver  high-definition  Windows 

desktops  as  a  personalized,  on-demand  service. 

No  matter  how  many 
devices,  users  or  locations 
you  support,  control 
every  one  of  them  from  a 
single  set  of  secure,  centrally 
managed  images.  Ail  from  one 
convenient  location — your  fingertips. 

Think  of  it  as  simplicity,  delivered. 

Simplicity  is  power.  Citrix. 
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MAINTENANCE  FEES 
TO  MAINTENANCE  FREE 

Imagine  a  global  software-as-a-service  solution  that  predictably  delivers  innovation  but  is  free  of  hidden  fees  or  upgrade  costs.  Updated  three 
times  a  year,  Workday  Human  Capital  Management  and  Payroll  are  ready  to  be  your  single,  core  system-of-record.  You’ll  save  your  budget  and 
increase  your  team’s  productivity.  Stop  paying  those  yearly  17  -  22%  maintenance  fees  and  start  investing  in  your  business. 
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Federal  stimulus  funds  for 
healthcare  IT  offer  an  opportu¬ 
nity  to  transform  business  mod¬ 
els,  says  Paul  Contino,  VP  of  IT 
at  Mount  Sinai  Medical  Center. 


40 
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Healthy  Attitude 

Operating  IT  budgets  rising.  Tech  job  postings  multiplying.  Billions  of 
dollars  lining  up  for  investment.  Eager  vendors  swarming  like  bees  to  a 
hive.  No  one  has  quite  figured  out,  for  example,  exactly  what  meets  the 
“meaningful  use”  standard  that  the  stimulus  money  requires. 

Sound  like  any  industry  you  know  these  days?  If  you’ve  bumped  into 
any  healthcare  CIOs  lately,  you  already  know  the  answer. 

Our  cover  story  (“Booster  Shot,”  Page  22)  delves  into  the  substantial 
IT  impact  that  President  Obama’s  federal  stimulus  package  is  having  on 
the  healthcare  industry.  Up  to  $50  billion  will  be  available  over  the  next 
five  years  for  digitizing  medical  information  and  streamlining  delivery  of 
patient  care.  And  with  only  2  percent  to  3  percent  of  all  U.S.  hospitals  even 
using  electronic  medical  records  (EMRs)  today,  there’s  a  lot  of  uncharted 
ground  to  cover. 

“We’re  getting  cold  calls  from  every  electronic  medical  record  vendor 
out  there,”  says  Paul  Contino,  VP  of  IT  at  Mount  Sinai  Medical  Center.  “It’s 
a  feeding  frenzy.” 

Yet  as  our  story  points  out,  healthcare  CIOs  are  doing  something  a  lot 
smarter  than  using  IT  to  modernize  medical  processes.  With  years  of  expe¬ 
rience  working  through  various  e-health  initiatives,  they’ve  wisely  used 
that  time  to  forge  stronger  C-level  partnerships,  develop  business  buy-in 
and  set  up  the  kind  of  success  metrics  that  an  entire  company  can  rally 
around.  “With  what  we’ve  invested  in  IT,  the  board  expects  us  to  receive 
every  dollar  of  the  stimulus  available  to  us,”  one  chief  medical  officer  says. 
He  makes  sure  those  same  directors  are  aware  of  the  uncertain  road  ahead 
for  medical  automation.  Other  CIOs  stress  how  crucial  the  support  of  senior 
medical  executives  becomes  once  access  to  patient  data  begins  to  open. 

In  some  ways  eerily  reminiscent  of  the  late  ’90s  rush  to  install  ERP  sys¬ 
tems,  the  race  to  deploy  EMR  systems  is  fraught  with  dangers  that  include 
immature  technology,  integration  hurdles  and  patient  privacy  concerns.  On 
top  of  all  that,  the  federal  rewards  (and  penalties)  tied  to  specific  e-health 
reforms  are  still  in  a  state  of  political  flux. 

What  the  healthcare  providers  profiled  in  our  story  all  share— from 
massive  New  York  medical  centers  to  a  55-bed  hospital  in  Maine— is  a 
profound  conviction  that  the  IT/business  partnership  will  be  their  most 
critical  success  metric.  Considering  the  challenges  ahead,  that’s  a  very 
healthy  attitude. 


Maryf  ran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfjohnson(®cio.com 
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Navigating  Windows  7 

Since  its  general  beta  release,  Windows  7 
has  been  through  the  testing  wringer 
and  has  come  out  with  mostly  high  marks 
for  its  speed,  flexibility,  user  interface 
and  networking  features.  CI0.com  Senior 
Writer  Shane  O'Neill  shares  a  slideshow  of 
10  cool  desktop  features  to  look  for¬ 
ward  to  when  Windows  7  is  released  later 
this  month. 

www.cio.com/article/495831 

Can  Travel  Be  Paperless? 

Continental  Airlines  is  the  first  U.S.  airline 
to  introduce  paperless  boarding  passes 
(at  San  Francisco  International  Airport), 
allowing  passengers  to  employ  only  their 
cell  phones  and  picture  IDs  to  gain  access 
to  airport  gates  and  flights.  But  Conti¬ 
nental  has  been  piloting  various 
technologies  for  paperless  passes 
for  years.  Are  such  systems  really  the 
future  for  U.S.  travelers  or  just  a  novelty? 
CI0.com  Staff  Writer  Al  Sacco  weighs  in. 
www.cio.com/article/501217 

The  Most  Underpaid  CIO 

Did  you  know  that  the  CIO  of  $400  bil¬ 
lion  Wal-Mart  earns  less  than  the  CIO  of 
designer  clothing  brand  Guess?  CI0.com 
Senior  Editor  Thomas  Wailgum  mulls 
over  the  list  of  the  top  10  retail  CIO 
salaries,  which  includes  the  CIOs  of  Best 
Buy,  Amazon.com,  JC  Penney,  AutoZone 
and  Big  Lots. 

www.cio.com/article/500755 

And  while  some  CIOs  rake  in  pretty  decent 
salaries,  Wailgum  isn't  impressed  by 
Oracle's  Larry  Ellison  drawing  a  2010 
base  salary  of  a  mere  $1.  "This  tactic 
rings  hollow  with  me,  and  the  intended 
benefit  to  customers  is  downright  ridicu¬ 
lous  and  almost  insulting  when  you  con¬ 
sider  the  overall  compensation  packages, 
including  stock,  bonuses  and  other  perks, 
that  these  leaders  take  home,"  he  ►  ►  ► 
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A  smarter  business  needs  smarter  thinking.  ' 
Let’s  build  a  smarter  planet. 


t  is  about  the  ability 
to  scale  and  to 

*i 

respond  quickly  to 

changes  in  demand. '  ' 


CIO,  Banking  Industry 


Smarter  business  for  a  Smarter  Planet: 

Are  you  thinking  what  other 
successful  CIOs  are  thinking? 

IBM  met  face-to-face  with  over  2,500  CIOs  worldwide*  on  what  it  takes  to  build  a  smarter  business.  And  while 
perspectives  varied,  several  commonalities  emerged.  We  found  that  today’s  CIOs  spend  55%  of  their  time  driving 
innovation— by  implementing  new  technologies  and  generating  buy-in  for  innovative  plans.  They  also  successfully 
master  six  different  roles.  An  electronics  CIO  summed  it  up  best:  “In  IT,  we  are  not  magicians,  but  we  are  certainly 
jugglers.”  The  New  Voice  of  the  CIO  is  our  largest  study  to  date.  And  with  insights  from  successful  CIOs  in  more 
than  15  industries  and  75  different  countries,  it  can  serve  as  a  blueprint  for  building  a  smarter  business. 

Get  the  IBM  Global  CIO  Study:  The  New  Voice  of  the  CIO,  the  largest  face-to-face  study  of  its  kind. 
ibm.com/CIOstudy2 
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A  smarter  business  needs  smarter  thinking.  1 1 1 1 1 1 1 
Let’s  build  a  smarter  planet.  II  II 


‘CIOs  include  Chief  Information  Officers,  Chief  Technology  Officers.  Senior  IT  and  Business  Directors,  and  Senior  IT  Managers.  IBM,  the  IBM  logo,  ibm.com,  Smarter  Planet  and  the 
planet  icon  are  trademarks  of  International  Business  Machines  Corp.,  registered  in  many  jurisdictions  worldwide  Other  product  and  service  names  might  be  trademarks  of  IBM  or  other 
companies.  A  current  list  of  IBM  trademarks  is  available  on  the  Web  at  www.ibm.com/legat/copytrade.shtml.  ©  International  Business  Machines  Corporation  2009  All  nghts  reserved. 


Network  Battle 

If  you've  read  my  column  before,  you’ll  know  I’m  a  huge  movie  buff.  One 
movie  I  found  terrifically  entertaining  (and  equally  disturbing)  was  The  Dark 
Knight,  with  the  late  Heath  Ledger  playing  the  Joker.  Especially  memorable 
is  the  line  where  the  Joker  sums  up  his  eternal  feud  with  Batman:  “This  is 
what  happens  when  an  unstoppable  force  meets  an  immovable  object.” 

Well,  in  the  combative,  competitive  IT  market,  we  have  one  heck  of  a 
battle  raging  in  the  enterprise  networking  space. 

In  one  corner  we  have  Cisco,  a  $36  billion  market  leader  that  seems 
increasingly  scattered  in  its  priorities.  Several  weeks  ago,  CEO  John  Cham¬ 
bers  went  on  the  record  about  Cisco’s  30-plus  unique  priorities  and  how 
they’re  being  managed  by  59  internal  standing  committees.  Yes,  59.  You  do 
have  to  worry  about  focus  and  execution  there,  don’t  you? 

In  the  other  corner,  we  have  a  collection  of  players  licking  their  chops  to 
bite  off  a  bigger  slice  of  this  multibillion-dollar  market.  3Com,  Avaya,  Bro¬ 
cade,  Enterasys/ Siemens,  HP,  Juniper  and  Riverbed  all  see  the  opportunity 
to  provide  low-cost,  simple,  fast  solutions  to  IT  buyers. 

And  who  is  left  sitting  right  in  the  middle  of  this  oncoming  collision? 
You,  of  course.  In  a  difficult  economy  where  revenue  growth  is  still  painfully 
slow,  one  of  the  few  areas  of  increased  investment  focus  is  your  enterprise 
network  infrastructure.  That  may  be  due  to  the  fact  that  networks  and  data 
centers  haven’t  been  truly  updated  since  Y2K,  but  there  are  also  incredible 
efficiencies  to  be  found  with  newer  technologies.  Factor  in  the  competitive 
need  for  faster  throughput  and  speedier  customer  service,  and  the  bottom 
line  is  that  this  is  an  area  where  you  can  find  real  savings— at  a  time  when 
your  company  probably  needs  it  most.  All  of  the  networking  vendors  in 
this  space,  naturally  enough,  want  to  offer  a  helping  hand. 

So  this  promises  to  be  one  battle  that  will  be  fascinating  to  watch, 
especially  as  fiscal  2010  rolls  forth.  If  you  don’t  want  to  take  my  word 
for  it,  check  out  Jim  Duffy’s  Network  World  coverage  (“Do  HP,  3Com  Value 
Claims  Trump  Cisco?”  www.networkworld.com/news/2009/080509-cisco- 
switch-competition.html)  and  be  sure  to  read  the  lively  reader  comments  his 
story  provoked. 

Also  feel  free  to  drop  me  a  line  from  your  front-row  seat  at  this  unfolding 
drama,  as  the  unstoppable  force  of  a  wildly  competitive  market  meets  the 
immovable  object  of  an  industry  giant. 


Michael  Friedenberg,  President  and  CEO 

mfriedenberg@cio.com 
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writes.  Add  your  opinion. 
advice.cio.com/node/8544 

Creative  Mobility 

From  artists  to  U.5.  soldiers,  more 
professionals  than  ever  are  using  the 
iPhone  and  iPod  Touch  to  get  important 
jobs  done.  Take  a  look  at  CIO.com  Senior 
Writer  Tom  Kaneshige's  slideshow  of 
five  ways  the  iPhone  gets  down 
to  business  on  campus,  on  the  battle¬ 
field  and  beyond. 
www.cio.com/article/49959B 

And  speaking  of  mobility,  Kaneshige 
writes  that  thanks  to  the  App  Store 
and  the  iPhone's  versatility,  Apple's 
smartphone  combines  many  different 
devices  into  one  compact  product.  In 
the  face  of  such  a  juggernaut,  is  it 
possible  for  stand-alone  GPS  devices, 
MP3  players,  handheld  games,  low- 
end  digital  cameras  and  e-readers 
to  survive? 

www.cio.com/article/500866 

Poised  for  Recovery 

The  pace  of  job  losses  is  slowing, 
the  number  of  job  advertisements  is 
increasing,  and  CIOs'  IT  staffing  plans 
haven't  changed  much  since  the  third 
quarter.  Are  these  signs  that  the  econ¬ 
omy  is  recovering?  CIO.com  Senior 
Editor  Meridith  Levinson  delves  into  the 
findings  of  three  separate  studies. 
www.cio.com/article/501234 

Even  if  layoffs  are  slowing,  standing 
out  in  today'sjob  market  remains  criti¬ 
cal  for  those  seeking  a  new  position. 

In  a  four-part  series,  Mark  Cummuta, 
a  former  banking  CIO  who  is  looking 
for  a  job,  explains  why  certifications 
are  necessary  for  IT  staff  to  differ¬ 
entiate  themselves  as  the  candidates 
employers  want. 
advice.cio.com/node/8614 


Compiled  by  Associate  Editor  Kristin 
Burnham.  Have  a  comment  about  a 
story  in  this  issue  of  CIO?  Go  to 
www.cio.com/magazine/Z0091001 
or  write  to  letters@cio.com. 
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Two-Factor  Authentication 


Even  if  a  hacker  has  your  password,  your  account 
remains  secure.”  -  New  York  Times 


Get  the  strong  two-factor  security  you  need 
to  protect  against  today’s  sophisticated 
threats  without  the  hassle  and  cost  of 
yesterday’s  technology. 


>PhoneFactor 


Easy  to  Setup,  Manage,  and  Use 
Strong  Out-of-Band  Authentication 
Rapid  Regulatory  Compliance 
Far  Less  Expensive  Than  Tokens 


1.877.NoToken 


www.phonefactor.com 


User  enters  username  and  password 


Instantly,  user  receives  a  call,  simply  answers 
and  presses  #  (or  a  PIN )  to  complete  the  login 
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Online  Video  Consumption  to 
Be  Measured  in  Exabytes 

One  exabyte  is  1  quintillion  bytes,  and  that's  how  much  online  video 
will  be  consumed  by  2017,  according  to  new  reports  from  U.K.-based 
research  firm  Coda.  The  claim  is  that  mobile  broadband  users  access¬ 
ing  the  Net  via  laptops  and  netbooks  will  consume  1.8  exabytes  of 
video  every  month.  In  the  report  "Mobile  Broadband  Traffic  Across 
Regions  2009-2017,"  the  researchers  say  this  increase  will  account 
for  nearly  three  quarters  of  all  global  traffic  via  mobile  broadband 
portables.  The  top  region  for  video  consumption  will  be  Asia-Pacific, 
accounting  for  53  percent  of  the  traffic,  followed  by  Europe  (26 
percent)  and  North  America  (14  percent). 

-The  New  York  Times 
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Group  to  Purchase 
22  Patents  to 
Defend  Linux 

The  Open  Invention 
Network  (OIN)-Linux 
proponents  whose  mem¬ 
bers  include  IBM  and  Red 
Hat-will  purchase  22 
patents  formerly  held  by 
Microsoft  in  an  effort  to 
defend  distributors  of  the 
open-source  OS  against  the 
ongoing  threat  of  patent 
litigation  from  the  software 
giant  sources  close  to  the 
OIN  confirmed  last  month 
following  a  report  in  The 
Wall  Street  Journal.  Accord¬ 
ing  to  the  newspaper,  the 
patents  pertain  to  tech¬ 
nologies  found  in  Linux. 
-IDG  News  Service 

EBay  Sells  Stake 
inSkype  for$1.9B 

EBay  reached  an  agree¬ 
ment  to  sell  a  65  percent 
stake  in  its  Skype  Internet 
telephony,  video  conferenc¬ 
ing  and  instant  messaging 
unit  for  $1.9  billion  in  cash 
to  an  investor  group  led  by 
Silver  Lake  Partners.  The 
deal,  which  isn't  subject  to 
financing  conditions  and 
is  expected  to  close  in  this 
year's  fourth  quarter,  puts 
Skype's  value  at  $2.75  bil¬ 
lion.  -InfoWorld 


Silicon  Valley  Is  Shrinking 

The  number  of  high-tech  jobs  in  Silicon  Valley-based  industries 
declined  by  86,000,  or  16.5  percent,  between  2001  and  2008,  accord¬ 
ing  a  federal  study  of  employment  trends  in  the  valley. 

In  the  study,  the  U.S.  Bureau  of  Labor  Statistics  identified  11  indus¬ 
tries  as  high-tech  employers  in  the  southern  San  Francisco  Bay  Area, 
then  assessed  what  happened  to  them  after  the  2001  dotcom  bust. 
The  study  found  that  while  paychecks  in  those  industries  jumped  by 
nearly  36  percent  from  2001  to  2008  (to  an  overall  annual  payroll  of 
some  $58  billion),  only  three  of  the  11  industries-aerospace,  phar¬ 
maceuticals  and  scientific  research-actually  boosted  their  workforce 
numbers  there.  -Computerworld 

FCC  Ready  for  Emergencies,  Could 
Still  Improve  Disaster  Response 

The  Federal  Communications  Commission  is  ready  for  emergencies 
such  as  cyberattacks  and  pandemic  flu  outbreaks  but  could  be  doing 
more  to  guard  against  disasters,  according  to  a  report  released  last 
month.  The  FCC,  which  regulates  the  telecom  and  Internet  industries, 
should  better  coordinate  with  the  U.S.  Federal  Emergency  Manage¬ 
ment  Agency  during  times  of  emergency  to  allow  private  telecom 
workers  into  disaster  areas,  said  the  FCC  report.  The  report  recom¬ 
mended  that  the  agency  also  establish  better  relationships  with  state 
and  local  governments. 

The  FCC  has  also  launched  a  Cyber  Security  Working  Group  to  iden¬ 
tify  its  needs  for  cybersecurity  expertise,  the  agency  said. 

-IDG  News  Service 

Firefox  4.0  Arriving  in  Late  2010 

Mozilla  released  a  product  road  map  with  a  number  of  new  details  on 
what  the  foundation  plans  to  release  between  now  and  the  end  of 
2010,  including  when  to  expect  the  next  major  Firefox  upgrade. 

The  report  says  Firefox  4.0  is  due  to  arrive  in  either  October  or 
November  of  next  year,  bearing  a  range  of  new  features  such  as  a 
user  interface  and  multitouch  gesture  support.  This  report  is  currently 
classed  as  a  draft  and  could  be  open  to  changes. 

Other  changes  expected  prior  to  the  4.0  release  include  faster 
JavaScript  handling,  improved  form  completion  tools,  bookmark 
synchronization  and  pageload  enhancements. 

-Network  World 
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Sprint 


The  Now  Network ' 


The  end  of  phone  tag.  Turn  your  desk  phone  and  mobile  phone  into  one  with 
Sprint  Mobile  Integration.  You’ll  have  one  number,  one  voicemail  and  one  easy  way  to  control 
mobile  usage.  Simplify  the  way  your  company  stays  in  touch.  Make  it  easier  for  clients  to  reach 
you.  And  reduce  company  telecom  expenses.  Less  dialing,  happier  clients.  Productivity  starts  now. 
1-866-653-1056  sprint.com/convergence 
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ADVERTORIAL 


Preparing  for  the  Upturn 

CIOs  should  seek  efficiencies  in  tech  investments. 


Mark  Boxer,  senior  vice  president,  global  technology 

SERVICES,  ACS  INC. 

Boxer  oversees  the  offices  of  the  CIO,  Chief  Administrative  Officer  and  Chief 
Information  Security  Officer.  He  manages  ACS'  global  technology  solutions 
groups  and  corporate  services  functions,  including  go-to-market  solutions 
across  the  company's  lines  of  business,  and  manages  customer  system 
implementations,  systems  integrations  and  the  offshore  systems  develop¬ 
ment  centers. 


We're  starting  to  hear  that  an 
economic  upturn  has  begun.  What 
do  CIOs  and  IT  executives  need  to 
do  now  to  prepare  for  the  return 
of  a  full  growth  market? 

Whether  in  a  downturn  or  in  times  of 
economic  growth,  CIOs  should  focus  on 
answering  the  same  fundamental  ques¬ 
tion:  How  can  IT  add  the  most  value  to 
my  company? 

In  some  ways,  the  economic  downturn 
has  had  the  effect  of  forcing  CIOs  to  hold 
up  a  mirror  to  their  functions  and  make 
the  tough  decisions  that  create  health¬ 
ier  organizations  in  the  long  term.  The 
downturn  has  forced  CIOs  to  lead  their 
organizations  by  putting  processes  in 
place  to  improve  governance  and  project 
oversight  and  drive  a  more  rigorous  ROI 
mentality.  As  CIOs  prepare  for  growth, 
they  should  not  lose  sight  of  the  discipline 
the  downturn  imposed  on  their  teams: 
retaining  the  mind-set  that  every  dollar 
spent  must  add  acceptable  returns  to  the 
bottom  line  and  create  shareholder  value. 

Many  CIOs  have  started  to  leverage  tools 
to  assist  in  making  smarter  IT  decisions. 
These  tools  should  become  permanently 
ingrained  in  the  decision-making  process 
and  be  part  of  the  tool  kit  during  good 
and  challenging  times.  At  ACS,  we  have 
deployed  a  rigorous  tool  kit,  SPARK- ITS, 
for  our  own  project  portfolio,  and  we  are 
beginning  to  share  this  methodology  with 
our  clients. 


What  investment  will  make  the  most 
sense  coming  out  of  this  downturn? 

One  key  area  of  focus  should  be  preparing 
the  company  for  ways  to  enhance  or  im¬ 
prove  future  revenue  growth  through  new 
strategic  solutions.  Although  the  economy 
has  temporarily  stifled  growth,  companies 
that  invest  in  revenue-enhancing  areas— 
shortening  product  development  cycles, 
better  understanding  and  segmenting 
customers  or  providing  new  channels  for 
customer  interactions— will  differentiate 
themselves  from  competitors. 

At  the  same  time,  the  downturn  requires 
CIOs  to  get  better  at  increasing  operational 
efficiency,  resulting  in  increased  econo¬ 
mies  of  scale.  Some  key  investment  areas 
include  virtualization,  leveraging  global 
sourcing  models  for  cost  takeout,  and  stra¬ 
tegic  technology-enabled  business  process 
outsourcing.  Web-oriented  architectures 
and  private  cloud-based  computing  will 
also  be  key  ingredients  to  add  longevity 
and  flexibility  to  the  IT  portfolio. 


We  adopt  our  own  IT  solutions,  includ¬ 
ing  applications  like  optical  character 
recognition,  rules-based  engines  and 
sophisticated  data  analytics  and  infra¬ 
structure  solutions  like  virtualization.  For 
example,  our  virtualization  projects  have 
reduced  the  number  of  servers  by  up  to 
90  percent  while  generating  significant 
operational  footprint  and  labor  savings. 
We  can  use  these  types  of  experiences  to 
help  our  clients. 

At  ACS,  we  consider  business  intel¬ 
ligence  (BI)  a  key  differentiator  for  us 
across  our  entire  portfolio,  on  both  the 
commercial  side  and  the  government 
side.  Business  analytics  provides  users 
the  ability  to  access,  analyze  and  share 
information  to  make  better  business 
decisions.  We  also  extensively  leverage  BI 
technologies  to  transform  clients’  stored 
data  into  information  that  can  assist  with 
customer  segmentation,  improve  deci¬ 
sion  making  and  even  improve  revenue 
cycle  management. 


ACS  itself  uses  many  of  the  technol¬ 
ogies  it  offers  to  clients.  Could  you 
give  an  example  or  two? 

Generating  value  through  IT  does  not 
only  have  to  come  from  inside  the  orga¬ 
nization;  it  can  also  be  achieved  through 
leveraging  strategic  partnerships.  Service 
providers  like  ACS  bring  industry  knowl¬ 
edge,  domain  expertise,  a  wide  range  of 
technologies  and  innovation  to  the  cli¬ 
ent’s  business  challenges. 


FOR  MORE  INFORMATION: 

To  learn  more  about  investing  in  new  technologies, 
download  the  free  white  paper  "Proven  Ideas  in 
Tough  Times"  at  www.cio.com/ 
whitepapers/acs  oct. 
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Hit  Parade 


Service-oriented  architecture  keeps  music  promoter  in  tune 
with  artists  by  kim  s.  nash 


As  with  paper  and  plastic,  “reduce,  reuse,  recycle”  works  for  software.  Especially  when  you’re 
a  small  company  in  a  cutthroat  business,  where  squeezing  as  much  life  as  you  can  out  of  an  IT 
infrastructure  can  mean  the  difference  between  breathing  easy  and  landing  on  the  garbage  heap. 

Software  reusability— in  particular,  applications  built  on  service-oriented  architecture— is 
helping  music  promoter  Artist  2  Market  run  with  big  record  companies.  The  company,  which  had 
$1.8  million  in  sales  last  year,  has  lured  clients  such  as  country  star  Dolly  Parton,  hard  rocker 
Tommy  Lee  and  heavy  metal  satirists  Spinal  Tap  with  customized  services  that  help  these  artists 
promote  their  music  in  venues  such  as  MySpace  and  Facebook. 

“We  had  this  idea  to  create  a  menu  board  of  new  services  that  the  record  labels  didn’t  offer,  or  only 
offered  for  high  extra  fees,”  says  Mike  Skinner,  CIO  of  parent  company  Eurpac,  an  employee-owned 
provider  of  sales  and  marketing  services.  “SOA  let  us  build  those  quickly  and  keep  adding  on  to 
them  and  open  them  up  to  artists  themselves.  That’s  our  advantage.”  ►  ► 
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grow 


►  ►  SOA  Continued  from  Page  IB 


SOA  makes  it  easier  for  companies  to  sup¬ 
port  new  platforms,  such  as  social  networking 
and  mobile  computing,  says  Anne  Thomas 
Manes,  vice  president  and  research  director  at 
Burton  Group.  To  market  products  effectively, 
companies  must  have  a  presence— including 
applications  for  customers  to  use— in  many 
online  places.  These  include  Facebook,  Twit¬ 
ter,  MySpace  and  various  mobile  platforms. 

SOA  offers  a  streamlined  way  to  adapt 
applications  for  these  channels,  just  as  it  has 
provided  a  way  for  companies  to  more  eas¬ 
ily  integrate  and  share  internal  applications. 

“We’re  no  longer  just  building  a  website  to 
access  via  laptop,”  says  Thomas  Manes.  “You 
have  to  support  a  number  of  channels  with  your  application. 


Their  Space 

Social  media  sites  aren't  for  business,  workers  say 


83% 


Where  employees 
access  social 
media  websites 


87% 

Why 

employees 
use  social 
media 

13% 

Personal 

reasons 

Business 

SOURCE:  TRAVELERS  SURVEY  OF  2,060  U.S.  ADULTS. 


SOA  makes 
it  easier  to 
support  new 
platforms 
such  as  social 
networking. 


The  Band  Plugs  In 

Skinner  wanted  clients  to  access 
applications  via  the  Web  as  well  as 
mobile  phones,  but  he  didn’t  want 
to  hard-code  the  software  for  each 
platform.  The  components  were 
built  with  Java  tools  and  run  mainly 
on  Unix  systems. 

Spinal  Tap,  members  of  which  include  actors  Harry  Shearer, 
Michael  McKean  and  Christopher  Guest,  is  a  quarter-century  old, 
but  the  band  knew  that  reaching  a  new  crowd  via  social  network¬ 
ing  would  be  vital  to  the  success  of  its  “Unwigged  and  Unplugged” 
reunion  tour  this  summer. 

When  it  signed  with  Artist  2  Market,  Spinal  Tap  got  to  choose 
which  services  to  buy.  Those  included  tools  for  creating  and  mon¬ 
itoring  social  networking  fan  sites  as  well  as  views  into  Artist  2 
Market’s  supply  chain,  so  the  band  can  track  CD  shipments  of  its 
new  album,  “Back  from  the  Dead.”  (Turn  it  up  to  11!) 

For  example,  the  band,  or  its  minions,  can  go  to  an  Artist  2 
Market  website  to  see  what  consumers  are  saying  online  about 
the  music.  If  the  25-year-old  tune  “Big  Bottom”  generates  more 
enthusiastic  comments  than  the  brand-new  “(Funky)  Sex  Farm” 
on  MySpace  and  Twitter,  Spinal  Tap  can  modify  its  social  net¬ 
working  promotions  and  even  its  concert  playlist,  accordingly. 

“They  have  passion  for  their  art,”  Skinner  says,  “but  it’s  also 
a  business.” 

Contact  Senior  Editor  Kim  S.  Nash  at  knash@cio.com.  Follow  her  on 
Twitter:  www.twitter.com/knash99. 
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Bringing 
Images  to  Life 

An  imaging  prototype  by  the  Fraunhofer 
Institute  for  Telecommunications  enables 
people  to  manipulate  virtual  objects  in  three 
dimensions. 

Called  the  iPoint  3D,  the  hardware  and 
software  (presented  at  the  IFA  consumer 
electronics  show  in  Berlin  last  month)  allows 
two  hands  to  control  actions  on  a  screen  in 
three  dimensions,  without  special  glasses  or 
a  remote  control. 

The  institute  demonstrated  the  technol¬ 
ogy  through  a  game  of  ping-pong.  A  hard¬ 
ware  unit  containing  two  cameras,  a  bank 
of  infrared  lights  and  a  laser  was  installed  in 
the  ceiling.  Two  players  stood  about  three 
meters  away  from  a  Philips  3-D  television 
and  extended  their  hands,  lining  their  wrists 
up  with  the  laser  to  create  a  reference  point. 
Then,  as  the  users  moved  their  hands,  the 
cameras  captured  the  motion  and  the  virtual 
ping-pong  paddles  responded  accordingly. 

"Right  now  we  have  a  limited  number  of 
gestures  that  we  can  detect  and  that  also 
make  sense,"  says  Paul  Chojecki,  a  researcher 
at  the  institute. 

Because  the  technology  is  still  in  the 
research  phase,  there  are  currently  no  plans 
for  commercialization.  -Nick  Barber 
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Fujitsu  recommends  Windows  Vista®  Business  for  business  computing. 
Fujitsu  recommends  Windows  Vista®  Home  Premium  for  personal  computing 


I $  Windows  Vista 

Business 


MOBILE  COMPUTING 


When  your  life  is  caffeinated,  you 
need  a  notebook  that  keeps  up. 


SOLUTIONS 


cP 

Fujitsu  gives  your  mobile  computing  a  serious  boost — from 
ultra-portables  that  won’t  weigh  you  down  to  powerful  desktop 
alternatives  and  everything  in  between  like  the  Fujitsu  Lifebook® 
T5010.  With  Intel®  Centrino®  2  Processor  Technology  for  power, 
connectivity  and  long  battery  life,  and  with  genuine  Windows 
Vista®  Business  to  stay  connected,  stay  productive,  and  stay 
away  from  the  office;  you’ll  be  hooked. 

(V  See  what  Fujitsu  is  brewing. 

www.fujstsuilailyfuel.com 


PC  Connection  Insight 

©2009  Fujitsu  America,  Inc.  All  rights  reserved.  Fujitsu,  the  Fujitsu  logo  and  LifeBook  are  registered  trademarks  of  Fujitsu  Limited.  Intel,  the  Intel  logo,  Centrino  and 
Centrino  Inside  are  trademarks  of  Intel  Corporation  in  the  U.S.  and  other  countries.  Microsoft,  Windows  and  Windows  Vista  are  registered  trademarks  of  Microsoft 
Corporation.  All  other  trademarks  are  the  property  of  their  respective  owners. 
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Cloud  Storage 


Maturing. 


BY  JOHN  BRANDON 

WHAT  IT  IS  ::  Storing  data  in  the  cloud,  also  known  as 
data  as  a  service  or  DaaS,  is  gaining  attention  within 
IT  departments.  A  recent  CIO.com  survey  found  46 
percent  of  IT  decision  makers  are  giving  cloud  stor¬ 
age  a  look.  It's  particularly  appealing  for  data  backups, 
according  to  Charles  King,  an  analyst  with  Pund-IT. 
DaaS  is  cheaper  than  building  a  second  data  center. 
Backup  storage  could  pave  the  way  for  companies 
using  cloud  vendors  as  collocation  providers  for  any  IT 
service  or  application,  including  CRM,  ERP  and  data  stor¬ 
age,  says  King. 

WHY  THE  HYPE  : :  Companies  that  provide  managed  ser¬ 
vices  for  applications— such  as  Amazon  and  3Tera— are 
looking  for  ways  to  increase  revenue  and  use  their  facilities 
for  more  than  hosted  apps  and  secondary  services,  such 
as  holding  CRM  data.  So  the  marketing  buzz  is  at  full  tilt, 
with  seemingly  every  cloud  services  provider  looking  to 
add  storage  to  its  portfolio  of  offerings. 

THE  REAL  DEAL  : :  Although  King  advocates  cloud  stor¬ 
age,  he  says  it’s  not  right  for  every  type  of  data.  Certain 
kinds  of  data  will  probably  never  make  it  to  the  cloud.  King 
believes,  including  financial  information  and  sensitive 
government  documents. 

That’s  because  privacy  regulations  and  data  center 
security  breaches  make  IT  managers  squeamish.  Given 
the  hard-to-pin-down  nature  of  the  cloud,  where  you  aren’t 
sure  where  the  data  is  stored,  cloud  storage  in  the  enter¬ 
prise  can  be  a  tough  sell.  Companies  like  to  know  where 
their  data  is  and  that  it’s  encrypted  during  every  single 
transmission— despite  the  guarantees  of  cloud  providers 
who  insist  that  security  is  tight. 


Vendors  must 
improve  security, 
enable  faster 
access  to  data 
and  develop 
standards  for 
integration. 


Wayne  Sadin, 
the  CIO  at  armored- 
vehicle  company 
Loomis,  uses  Mozy 
Enterprise  for  mobile 
workers  who  need 
cloud-based  data 
backup  for  laptops, 

no  matter  where  they  go.  “We  have  dipped  our  toes  in  the 
cloud  [with  Mozy],”  he  says.  Loomis  also  uses  Oracle  On- 
Demand  cloud  services  for  CRM,  accessed  over  the  Web. 

He  says  that  if  cloud  vendors  figure  out  how  to  manage 
physical  restrictions  on  latency  and  bandwidth,  he  would 
be  interested  in  cloud  storage.  Sadin  says  he  doesn’t  need 
extra  storage  capacity  right  now,  but  that’s  not  the  main 
reason  he’s  holding  off.  He  isn’t  satisfied  with  the  speed  of 
access  to  data  stored  in  the  cloud. 


SHOULD  YOU  invest?  ::  Eventually.  As  Dan  Kang,  the 
CIO  at  security  virtualization  vendor  Pimotec  notes, 
cloud  storage  isn't  proven  yet.  There  are  no  common 
standards  or  APIs  for  connecting  one  cloud  provider  to 
another,  making  compatibility  among  cloud  vendors 
less  compelling  for  those  who  might  want  to  share  data 
between  vendors.  There's  also  a  long  way  to  go  before 
there  is  a  single  sign-on  capability  for  all  Web  storage, 
although  standards  such  as  OAuth  (to  enable  secure  data 
access)  are  helping.  Sadin  says  cloud  vendors  will  figure 
security  out-just  as  the  IT  industry  figured  out  network 
storage  arrays,  shared  mainframe  access  and  resolved 
other  once-unattainable  complexities. 


John  Brandon  is  a  freelance  writer  based  in  Minnesota. 
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CALL 

FOR 


to  Watc  h 

AWARDS  2010 


We’re  looking  for  the  next  generation  of  standout  IT  leaders.  The 
CIO  Ones  to  Watch  Award  honors  the  rising  stars  in  IT— the  senior  staff 
destined  to  become  the  CIOs  of  the  future— as  identified  and  sponsored 
by  the  CIOs  of  today’s  leading  organizations. 


Apply 


Candidates  may  be  nominated  by  their  CIO  based  upon  several 
characteristics  including  the  proven  ability  to  lead  teams  and  change, 
drive  innovation  and  deliver  value  to  the  business.  Candidates  may 
also  nominate  themselves  or  be  nominated  by  a  colleague  -  all 
nominations  must  be  endorsed  by  a  CIO.  The  awards  are  judged  by 
a  panel  of  veteran  CIOs  experienced  in  leadership  development  and 
understand  the  characteristics  that  prepare  today’s  IT  managers  to 
be  tomorrow’s  successful  CIOs. 


Apply  today  at:  cio.com/otw 


Be  Seen  Winners  will  be  honored  during 

the  sixth  annual  CIO  Leadership 
Event  May  2-4,  2010,  at  the 
Broadmoor  in  Colorado  Springs, 
featured  in  the  May  issue  of  CIO 
magazine  and  online  at  cio.com 


Produced  by 


BUSINESS  TECHNOLOGY  LEADERSHIP 


Don’t  Be  Late 


Nominations  extended  until 
November  6.  For  more  information 
about  this  prestigious  program 
visit:  cio.com/cio-awards 


In  partnership  with  sister  organization 


CIO 


CIO  Executive  Council 


Leaders  Shaping  the  Future  of  Business 


leadership  and 
operational  excellence 


Ship  Shaping 

FedEx's  use  of  visualization  software  helps  company  staffers 
collaborate  more  concisely  on  new  software  features  for 
online  customers  by  thomas  hoffman 

There  are  some  stark  differences  between  Eastern  and  Western  cultures,  including  how  people 
from  each  region  greet  one  another  and  address  their  elders.  So  when  FedEx  began  developing  a 
fedex.com  service  for  the  Asia-Pacific  market  last  year,  it  wasn’t  altogether  surprising  when  develop¬ 
ers  discovered  that  customers  there  have  a  different  approach  to  shipping  packages  than  Westerners, 
such  as  a  preference  for  filling  out  the  recipient’s  address  before  the  sender’s  address. 

To  help  members  of  the  project  team  collaborate  on  the  look-and-feel  and  workflow  of  the 
online  service,  the  group  began  using  visualization  software  from  iRise.  The  visualization  tools 
enabled  members  of  fedex.com’s  design  team  to  simulate  what  a  new  software  feature  might  look 
like  before  introducing  it  to  customers.  They  can  also  use  the  software  to  brainstorm  with  their 
peers  in  sales  and  marketing  on  any  iterations  that  might  be  needed  before  a  new  service  or  -  ►  ► 
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capability  is  rolled  out  to  fedex.com,  says  Tamara 
Payne,  vice  president  of  IT  for  the  Memphis-based 
logistics  giant. 

The  visualization  tools  helped  the  design  team 
pinpoint  the  types  of  features  that  customers  in  the 
Asia-Pacific  region  wanted  from  fedex.com,  which 
resulted  in  a  successful  launch.  Three  months 
after  the  online  service  was  introduced  it  led  to 
an  increase  in  the  number  of  international  pack¬ 
ages  shipping  through  the  online  channel,  says 
Payne  (the  company  declined  to  specify  the  size  of 
the  increase). 

The  use  of  the  software  was  the  brainchild 
of  FedEx  Executive  Vice  President  and  CIO  Rob 
Carter,  who’s  constantly  searching  for  ways  to 
help  the  company’s  various  businesses  become 
more  agile. 

“The  real  story  that  lurks  out  there,  plaguing  every 
CIO,  is  the  complexity  of  it  all,”  Carter  says.  “How 
can  we  introduce  things  faster?  How  do  we  enable  a 
business  to  move  more  quickly?  That’s  where  we  can 
create  the  most  value.”  The  ability  to  dynamically 
and  visually  show  what  a  developing  product  will 
look  like  generates  “a  lot  of  excitement  and  speed  in 
the  front-end  processes,”  the  CIO  adds.  “That’s  the 
primary  time  when  you’re  working  with  business.” 

Since  the  rollout  of  the  new  fedex.com  in  the 
Asia-Pacific  market  last  year,  FedEx  has  extended 
the  use  of  the  iRise  visualization  tools  to  200  busi¬ 
ness  analysts,  who  are  using  the  software  through¬ 
out  the  design  and  testing  of  all  enhancements  made 
to  fedex.com.  The  site  is  used  by  7.5  million  global 
customers.  The  software  “has  allowed  us  to  be  a  little 
more  customer-centric  because  we  can  talk  more  to 
live  examples  with  customers,”  says  Tom  Wicinski, 
vice  president  of  digital  access  marketing  at  FedEx 
Services.  The  tools  have  helped  the  company  intro¬ 
duce  new  products  or  features  to  fedex.com  faster 
while  reducing  the  number  of  “missed  requirements” 
when  new  features  are  introduced,  he  adds. 

FedEx  officials  haven’t  conducted  a  formal  ROI 
analysis  on  the  licensing  and  maintenance  costs  of 
the  iRise  tools.  Still,  Payne  says  at  least  three  fedex 
.com  projects  were  approved  by  senior  managers 
after  they  were  able  to  view  simulations  of  new 
products  being  planned,  along  with  the  anticipated 
benefits  expected  from  them. 

“When  you  can  show  the  executive  team  a  prod¬ 
uct  that  goes  to  market  ahead  of  time,  that  concretes 
the  conversation,”  Payne  says. 


Thomas  Hoffman  is  a  freelance  writer  based  in  New  York. 


practice  made  perfect 


The  Ideal  Standardization 

BY  RICK  SWANBORG 

Global  IT  at  Air  Products  &  Chemicals  saved  $3 
million  to  $5  million  a  year  from  2001  to  2007  by 
focusing  on  sameness-building  an  infrastructure 
that  is  75  percent  to  80  percent  standardized, 
while  still  providing  high-value  services, 

The  Situation:  Air  Products-which  serves  global  customers 
in  industrial,  energy,  technology  and  healthcare  markets- 
experienced  significant  growth  from  1985  through  2000.  In 
the  process,  the  company  accumulated  14  databases,  five  cor¬ 
porate  networks  and  every  flavor  of  server  and  desktop,  With 
maintenance  costs  increasing  5  percent  to  10  percent  annually, 
this  infrastructure  became  too  expensive  and  complicated 
to  manage, 
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What  They  Did:  Senior  IT  and  product  managers  agreed  on 
the  ideal  number  of  infrastructure  items  needed  to  provide 
enterprise  value  at  lower  costs,  The  Standardization  Index-a 
ratio  of  that  number  divided  by  the  number  of  infrastructure 
items  that  existed-measured  progress  toward  the  ideal, 

Elegantly  simple,  so  too  were  the  visuals  used  to  report 
to  the  CIO  and  business.  From  2003  to  2007,  IT  included  the 
index  in  the  global  IT  scorecard,  which  rolled  into  the  corporate 
scorecard,  giving  it  the  highest-level  visibility. 

"Bottom-line  cost  savings  were  the  centerpiece  of  all  com¬ 
munication,"  explains  enterprise  IT  architect  Ron  Crane,  "From 
day  one,  the  business  understood  that  standardizing  would 
save  them  3  percent  to  7  percent  annually,"  According  to  Crane, 
although  the  index  was  simple  to  communicate,  the  effort  it 
took  to  accomplish  it  was  extensive. 

When  the  company  reached  its  standardization  goal,  the 
index  was  removed  from  the  global  IT  scorecard.  Air  Products 
now  has  two  types  of  databases,  one  corporate  network,  only 
four  possible  desktop  images  and  one  family  of  servers,  Stan¬ 
dardization  has  continued  with  virtualization  of  desktops,  serv¬ 
ers  and  applications. 

Why  It  Was  Unique:  In  trying  to  simplify  their  IT  environ¬ 
ments,  many  organizations  attempt  to  boil  the  ocean.  Air 
Products  invested  time  prioritizing  four  infrastructure  areas: 
databases,  servers,  desktops  and  networks,  Demonstrating 
real  cost  savings  in  these  first  four  areas  allowed  IT  to  gradually 
expand  the  concept  to  include  every  infrastructure  item. 


The  Takeaway:  Keep  it  simple  and  know  when  enough  is 
enough,  Air  Products  recognized  that  standardization  within 
reason  can  reduce  IT  costs,  Too  much  can  stifle  innovation. 


Rick  Swanborg  is  president  of  ICEX  and  a  professor  at  Boston 
University,  For  more  information,  visit  www.icex.com. 


19 


www.cio.com  OCTOBER  1,  2009 


Hitting  the  Right  Note 

How  Yamaha  used  e-signature  technology  to  cut  costs 
and  accelerate  workflow  by  cindy  waxer 


or  years,  courier  costs,  human  error  and  missing  pages 
plagued  Yamaha  Corporation  of  America’s  contract  process. 

“We  depended  on  a  lengthy  signature  process,”  recalls 
Mike  Machado,  a  Yamaha  systems  specialist.  “Sometimes  the 
forms  weren’t  signed  in  the  right  places  and  folks  would  strike 
things  out.  We  often  received  incomplete  agreements.” 

The  California-based  supplier  of  musical  instruments  relies 
on  a  nationwide  network  of  7,000  retail  stores  for  sales.  So 
when  it  came  time  to  update  its  master  agreement  with  them  in 
May  2007,  the  company  couldn’t  risk  striking  a  sour  note. 

Rather  than  burden  sales  representatives  with  a  cumbersome  process  that  involved 
stuffing  more  than  5,000  envelopes  and  racking  up  nearly  $15,000  in  courier  charges, 
Yamaha  signed  up  for  e-signature  technology.  Machado  spent  three  months  researching 
Web-based  products  that  could  cut  costs  and  expedite  the  process,  yet  capture  “the  look 
and  feel  of  a  paper-based  experience.”  Seattle’s  DocuSign  was  chosen  for  its  user-friendly 
interface  and  a  low  cost.  Within  30  days  of  deployment,  Yamaha  was  using  the  software 
to  send  out  agreements. 


how  it 

adds  up 

Yamaha  Corporation  of 

America,  Buena  Park,  Calif. 

Established  in  1960,  Yamaha  is  a 
manufacturer  of  musical  instruments 
and  audio/visual  products  to  the 
U.S.  market,  YCA  is  a  wholly-owned 
subsidiary  of  Yamaha  Corporation, 
Japan,  and  is  the  largest  of  all 
global  subsidiary  companies.  Within 
YCA's  Music  Marketing  Group  there 
are  several  sales  and  marketing 
divisions-piano  and  keyboard 
products,  band  and  orchestral 
instruments,  live  sound  and  music 
production  products,  guitars,  drums 
and  consumer  products. 


Today,  Yamaha’s  dealers  only  need  to  log  on  to  a  secure  site  and  review  a  con¬ 
tract.  The  program  automatically  generates  an  electronic  signature  that  can  be 
modified,  for  example,  by  adding  a  middle  initial  or  selecting  a  different  font.  Yellow 
“Sign  Here”  tabs  instruct  dealers  where  they  must  click  to  place  their  signatures. 
Only  properly  signed  contracts  can  be  routed  further.  Completed  documents  can 


How  Yamaha  Saved:  By  eliminat¬ 
ing  courier  expenses,  Yamaha  has 
been  able  to  cut  delivery  costs  by 
more  than  $10,000  a  month. 

Tool  Used:  DocuSign's  electronic 
signature  service 


be  downloaded  and  saved  as  a  PDF  for  safe  record  keeping. 

By  not  having  to  send  multiple  contracts  via  courier  to  each  of  its  dealers,  Yamaha 
has  cut  costs  by  more  than  $10,000  a  month.  And  by  relying  on  DocuSign’s  soft- 
ware-as-a-service  electronic  signature  technology,  Yamaha  didn’t  have  to  invest 
in  any  additional  IT  infrastructure.  But  most  importantly,  the  company’s  month¬ 
long,  laborious  contract  signing  process  “can  now  be  completed  in  minutes,”  says 
Machado.  Not  bad  for  a  process  that  involves  corralling  a  half-dozen  approvals. 

“The  primary  benefits  of  e-signature  technology  are  really  turn-around  time,  cost 
savings  and  an  improved  regulatory  posture-all  of  which  benefit  from  economies 
of  scale,”  says  Bill  Nagel,  a  Forrester  Research  analyst. 

DocuSign  also  grants  Yamaha’s  sales  representatives  visibility  into  where  a  con¬ 
tract  is  in  the  process  in  order  address  bottlenecks.  “When  you’ve  got  a  deal  ready, 
knowing  where  you  are  in  the  contract  signing  process  is  crucial,”  says  Machado. 

Despite  federal  and  state  laws  that  render  a  digital  signature  legally  binding,  skepti¬ 
cism  still  abounds.  To  allay  concerns,  Yamaha  provided  ample  notice  of  its  shift  to  elec¬ 
tronic  contract  signing.  In  the  end,  only  a  small  percentage  of  dealers  opted  to  stick  with 
paper,  while  others  “decided  to  adopt  the  electronic  signature  process  for  their  own  busi¬ 
ness,”  says  Vimal  Thomas,  Yamaha’s  CIO— which,  of  course,  was  music  to  his  ears. 


Cindy  Waxer  is  a  freelance  writer  based  in  Canada. 


Time  Frame:  Started  industry 
research  in  February  2007.  It  took 
one  month  to  fully  deploy  the  solu¬ 
tion  across  the  organization's  three 
sales  divisions. 

GET  THE  LAW  IN  ORDER 
Before  signing  up  with  DocuSign, 
Yamaha's  in-house  legal  counsel 
conducted  extensive  research 
over  a  30-day  period  to  ensure 
that  the  processes  involved  in  cap¬ 
turing  electronic  signatures,  stor¬ 
ing  such  data  and  the  signatures 
themselves,  would  be  legally 
binding. 

KEEP  IT  SIMPLE 

To  ease  dealers  into  using  e- 
signature  technology,  Yamaha 
made  use  of  the  solution's  more 
user-friendly  features,  such  as 
"Sign  Here"  yellow  tabs  that  are 
meant  to  resemble  paper-based 
Post-It  notes  that  guide  users 
to  where  they  must  place  their 
signatures. 
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Deliberately  Innovative 


Unified  communication  vendors  consistently  use  nice  sounding  catch 
phrases  like  "improved  productivity"  and  "anywhere  communications." 
Where's  the  associated  ROI?  It  might  be  there,  but  it  isn't  something  you 
CFO  is  going  to  recognize. 

Today's  technology  investments  require  a  demonstrable,  quantifiable 
return  on  investment.  We  think  Jim  Burton,  CEO  and  co-founder  of 
UCStrategies.com,  said  it  best...  "The  automation  of  key  business 
processes  is  where  enterprises  will  find  the  UC  ROI  they  are  looking  for." 

The  automation  of  core  business  processes  using  proven  communication 
technologies  such  as  presence,  queuing,  recording,  and  monitoring. 
Minimizing  latency  and  human  error,  reducing  overall  processing  time  - 
now  we're  getting  somewhere. 

Learn  more  about  communications-based  process  automation  in  a  FREE 
whitepaper  titled,  "A  new  approach  to  Business  Process  Automation" 
Download  it  at  www.inin.com/CBPA-whitepaper 

www.inin.com 
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Mount  Sinai's  VP 

of  IT  Paul  Contino 

is  an  advocate  for 
healthcare  smart 

cards  to  address  the 
"insidious  problem" 
of  medical-record 

errors. 
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COVER  STORY  ::  e-Health 


Can  federal 
stimulus  money 
revive  anemic 
e-health 
initiatives? 


ealth  care  is  suddenly  an  informa¬ 
tion  technology  hotbed,  thanks  to  the 
$787  billion  federal  stimulus  package. 

President  Obama  wants  hospitals  and  doctors’  offices  to  comput¬ 
erize  medical  information  to  cut  waste  and  curtail  the  mistakes 
that  cost  billions  of  dollars  and  thousands  of  lives  every  year. 

In  return,  those  healthcare  entities  that  use  IT  to  fix  ingrained  problems  can  reach 
into  a  $50  billion  pot  over  the  next  five  years,  starting  with  $19  billion  available  in  2011. 
Laggards  who  don’t  install  effective  IT  will  face  daunting  financial  penalties  come  2015, 
in  the  form  of  a  1  percent  cut  in  Medicare  payouts.  That  escalates  to  a  3  percent  cut  by 
2017.  While  they  spend,  hire  and  try  to  anticipate  what  standards  Obama  will  devise 
to  qualify  for  stimulus  funds,  healthcare  CIOs  must  also  fend  off  vendors  with  dollar 
signs  flashing  in  their  eyes. 

“We’re  getting  cold  calls  from  every  electronic  medical  record  vendor  out  there,”  says 
Paul  Contino,  vice  president  of  IT  at  Mount  Sinai  Medical  Center.  Among  vendors  and 
consultants,  he  adds,  “it’s  a  feeding  frenzy.”  Even  Wal-Mart  is  in  the  fray,  offering  a  $25,000 
bundle  of  eClinicalWorks  software  on  Dell  hardware  at  Sam’s  Club  warehouses. 

We’re  willing  to  bet  most  CIOs  don’t  procure  their  IT  at  Sam’s  Club,  but  there’s  plenty 
else  to  make  you  wary.  Many  products  are  immature,  and  the  intended  users  of  these 
new  systems  range  from  eager  to  inexperienced  to  entrenched  in  the  way  they’ve  nursed 
and  doctored  for  decades. 

Yet  healthcare  CIOs  are  busy  growing  strong  C-level  partnerships  for  their  digital 
efforts,  even  amid  these  conditions  of  pressing  deadlines,  uncharted  financial  risks  and 
rabid  vendors  angling  for  a  piece  of  the  action.  The  rest  of  the  CIO  community  can  steal 
some  good  ideas  from  their  healthcare  colleagues  as  they  obtain  project  buy-in  from  busi- 
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Benefits  of  the  Reliance  Globalcom 
Hybrid  approach 

^  A  single  partner  that  reaches  230  countries 
and  territories  across  the  world 

►  Achieve  an  optimum  network  solution,  aligned 
to  your  business  requirements  without 
compromise 

►  Rapidly  access  new  technologies  in  all  local 
markets  through  one  globally  objective  and 
consultative  partner 

►  Adjust  and  modify  the  technological  solution 
and  global  bandwidth  capabilities  to  changing 
business  requirements 

►  Expertise  in  Hybrid  MPLS  VPN  and  Ethernet 
networking 

^  Globally  consistent  service  levels  through  a 
fully-transparent,  single  point  of  network 
management  anywhere  in  the  world 


Hybrid 

networks, 

With  the  global  economy  in  a  recession,  CIOs 
and  IT  leaders  of  multi-national  Enterprises 
worldwide  need  to  support  more  bandwidth¬ 
intensive  applications  across  their 
geographically  dispersed  offices  -  all  the  while 
with  less  staff  and  budget.  Additionally,  many 
companies  are  looking  to  maximize  their 
business  efficiency  by  off-shoring  key  business 
operations  to  developing  parts  of  the  world  to 
take  advantage  of  lower  operational  costs. 

These  challenges  are  accentuated  in  a 
telecommunications  market  which  continues  to  innovate 
and  develop  at  a  fast  pace,  with  new  services  emerging 
regionally  rather  than  globally  and  typically  with  differing 
characteristics  across  geographies.  This  can  be  shown 
from  the  development  of  MPLS  and  continues  with  the 
rapid  expansion  of  Ethernet  as  a  Wide  Area  service. 

Ethernet  and  MPLS  are  ideal  to  support  locations  with 
business  critical  applications,  however  they  are  not 
directly  interchangeable  and  not  yet  truly  ubiquitous.  A 
Hybrid  strategy  provides  the  Enterprise  with  a  wider  and 
more  scalable  approach,  allowing  the  selection  of 
multiple  technologies  and  competitive  regional  services 
while  retaining  the  assurance  of  a  single  homogenous 
managed  global  network. 

A  Hybrid  solution  provides  the  Enterprise  a  choice, 
widening  the  options  available  to  address  the  global 
landscape  effectively  while  maintaining  the  core  business 
needs  for  a  network  that  includes  end-to-end  SLAs  and  a 
fully  managed  service.  The  expertise  required  to  deliver 
and  maintain  an  efficient  and  effective  Hybrid  network 
solution  is  critical.  Alongside  skills  to  design  a  multiple 
technology  network,  global  businesses  today  demand  in 
country  supplier  identification  and  management,  network 
integration  expertise,  and  ongoing  service  level 
management. 
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future-proof  thinking 


Reliance  Globalcom:  The  Hybrid  Strategy 

Reliance  Globalcom  provides  a  fully-flexible,  global 
network  solution  to  enterprises,  large  multi-nationals 
and  carriers.  Our  technology  neutral  Hybrid  Solution 
allows  us  to  deliver  customized  solutions  with  flexible 
service  bundles,  enabling  organizations  to  adapt  and 
respond  to  the  ever  changing  business  priorities  within 
230  countries  and  territories  around  the  world. 


►  Simplicity  of  shared  access  circuits  and  customer 
premise  equipment 

►  Single  point  of  management  for  all  contracts,  bills 
and  faults  regardless  of  the  underlying  provider 

►  Simple  site  migration  to  Ethernet  as  speeds  rise, 
and  new  global  markets  are  penetrated 


Reliance  Globalcom  combines  its  global  undersea 
cable  system  with  network  services  from  third-party 
carriers  and  partner  relationships  with  over  700 
certified  access  suppliers.  Reliance  Globalcom  is  able 
to  customize  the  Hybrid  Solution  based  on  the 
customer's  unique  and  diverse  requirements. 

"Reliance  Globalcom  has  recognized  the 
Enterprise  need  for  ubiquitous  and  universal 
network  solutions,"  said  Ian  Redpath,  principal 
analyst  at  Ovum.  "Reliance  Globalcom  has  a  long 
track  record  of  Ethernet  service  delivery 
innovation.  By  bringing  to  market  an  integrated 
Ethernet  and  MPLS  VPN  offering,  they  can 
address  the  Enterprise  market's  next  generation 
network  interconnection  needs.  In  addition,  with 
Reliance  Globalcom's  terrestrial  and  submarine 
network,  they  can  address  requirements  at  both 
the  regional  and  global  level." 

Reliance  Globalcom,  with  20  years  of  experience 
focused  on  supplier  and  network  management, 
specializes  in  the  integration  and  management  of  the 
end-to-end  network,  regardless  of  the  underlying 
carriers  or  technologies  involved.  Reliance 
Globalcom's  cost-effective,  any-to-any  Hybrid 
Solution  delivers  a  number  of  additional  benefits  over 
and  above  costs  savings: 

►  Increased  network  redundancy  through  the  use 
of  multiple  suppliers 


►  Consistent  SLAs  to  meet  service  assurance 
expectations  of  our  global  blue-chip  enterprise 
clients  like  British  Airways,  Specsavers  and  Ford 

Pioneered  by  Reliance  Globalcom,  the  Hybrid  Solution 
incorporates  the  objectivity  required  to  provide  the 
network  solution  that  most  closely  fits  each 
customer's  performance,  cost  and  geographic 
requirements.  Reliance  Globalcom  has  the  freedom  to 
source  infrastructure  from  the  most  suitable 
telecommunications  carriers  or  service  providers  on  a 
global  basis,  seamlessly  integrating  these  services 
into  the  Reliance  Globalcom  core  infrastructure  to 
provide  clients  with  cost-effective,  optimized  and 
fully-managed  network  solutions. 


To  find  out  how  Reliance  Globalcom  can 
assist  you  in  achieving  a  cost-effective, 
optimized  and  fully-managed  network 
solution  call  866-549-4737  or  visit  our 
website  at  www.relianceglobaicom.com 


Globalcom 
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u  We’re  getting  cold  calls  from  every 
electronic  medical  record  vendor  out  there. 

It’s  a  feeding  frenzy.”  -Paul  Contino,  VP  of  IT,  Mount  Sinai  Medical  Center 


ness  executives  and  set  the  kind  of  aggressive  goals  a  whole  com¬ 
pany  can  rally  behind. 

The  Ghost  of  ERP  Failures  Past 

Final,  precise  criteria  for  what  healthcare  CIOs  have  to  do  to 
obtain  stimulus  money  won’t  be  out  until  the  end  of  this  year.  But 
if  they  hope  to  make  Obama’s  deadlines,  CIOs  must  push  ahead 
with  core  systems  such  as  electronic  medical  records  (EMRs). 
As  a  result,  healthcare  IT  operating  budgets  are  up  4.7  percent 
this  year  compared  with  those  of  2008,  according  to  a  survey 
of  200  IT  executives  by  research  firm  Computer  Economics.  In 
comparison,  across  other  industries,  the  numbers  are  flat. 

Healthcare  hiring  has  jumped,  too.  While  46  percent  of  IT 
organizations  overall  have  cut  staff  this  year,  27  percent  of  health¬ 
care  organizations  are  adding  technology  positions. 

The  IT  offerings  in  the  e-health  realm  today  are  about  where 
enterprise  resource  planning  was  in  the  early  1990s:  many  sell¬ 
ers,  lofty  promises  and  staggering  amounts  of  money  being  spent. 
An  EMR,  which  mainly  digitizes  patient  records,  is  the  center- 
piece.  But  transforming  a  hospital  to  meet  Obama’s  vision  will 
require  many  more  pieces  to  be  integrated— tracking  prescrip¬ 
tions  electronically,  computerizing  physician  orders,  digitizing, 
storing  and  retrieving  lab  results  and  images.  The  complicated 
list  goes  on  and  on. 

If  done  right,  a  healthcare  organization  can  go  nearly  paperless, 
with  real-time  access  to  all  patient  information,  generating  treat¬ 
ment  plans  based  on  detailed  analysis  of  aggregated  data  about 
what  worked  in  the  past  and  what  didn’t— all  to  produce  better 
patient  outcomes.  The  business  mission,  if  you  will,  would  morph 
from  treating  the  sick  to  “spreading  health,”  as  Kaiser  Permanente 
CIO  Phil  Fasano  puts  it.  That’s  a  vital  strategic  shift.  (See  “The  Long 
Road  to  E-Health  Records,”  Page  27.) 

In  trying  to  achieve  it,  though,  “a  lot  of  people  will  try  to  do  too 
much,  too  soon  and  fail,”  predicts  Money  Atwal,  CIO  and  CFO  of 
Hawaii’s  Hilo  Medical  Center.  Atwal  recalls  with  a  shudder  the 
way  IT  leaders  rushed  huge  ERP  systems  into  place  when  the 
technology  was  untried  and  lacked  C-suite  commitment. 

Smart  CIOs  will  recognize  this  period  as  a  time  to  pivot  from 
being  someone  who  automates  existing  processes  to  someone  who 
makes  possible  new  business  models,  adds  Mount  Sinai’s  Contino. 
Success,  he  says,  “isn’t  in  the  technology.  It’s  the  management.” 

Frustrating  the  CEO 

Virtua  Health,  a  $1  billion  hospital  group  in  Marlton,  N.J.,  has  used 
medical  software  from  GE  Healthcare  and  Siemens  (among  others) 
for  many  years.  But  CEO  Richard  Miller  was  frustrated  that  no  sin¬ 
gle  hospital  process  was  electronic  from  start  to  finish.  For  example, 
nurses  could  start  an  electronic  medical  record  for  a  new  patient, 
but  doctors  continued  to  write  treatment  orders  on  paper. 


“As  CEO,  I  got  tired  of  hearing  we’re  using  20  percent  of  the 
functionality  of  a  system,”  Miller  says.  Part  of  the  problem  was 
outdated  methods  of  working  and  a  stubborn  resistance  to 
change,  says  Ninfa  Saunders,  Virtua’s  chief  operating  officer. 

Miller,  Saunders  and  other  Virtua  executives  decided  they 
wanted  to  remake  their  hospital  into  a  world-class  venue  for  specific 
areas  of  care  such  as  women’s  health  and  cardiovascular  cases.  “We 
said,  ‘We  don’t  want  to  be  average  anymore,”’  Miller  notes. 

Virtua  launched  electronic  medical  records  in  2006  and  set  out 
to  use  as  many  features  as  possible  in  its  selected  products  (GE’s 
Centricity  PACS,  Microsoft’s  Amalga  database  and  integration 
toolkit,  and  Siemens  Healthcare’s  Soarian).  Last  year,  Miller  hired 
A1  Campanella  as  CIO  from  consulting  firm  Deloitte  Consulting. 

The  whole  project  will  cost  $125  million,  Miller  says.  The  work 
is  mapped  out  through  2011,  with  a  new  “nearly”  paperless  hos¬ 
pital  to  open  that  year.  Before  spending  any  money  on  software, 
however,  Virtua  managers  from  the  CEO  down  used  Six  Sigma 
and  Lean  management  techniques  to  figure  out  where  to  start, 
how  to  prioritize  the  work  and  what  organizational  and  technol¬ 
ogy  skills  were  needed. 

Together,  senior  executives  worked  with  other  technology 
and  medical  staff  to  create  maps  of  all  major  (and  many  minor) 
processes  the  hospital  typically  undertook.  An  outsider  can’t 
begin  to  decipher  the  maps  depicting  the  project,  packed  as  they 
are  with  multiple  ovals,  rectangles,  squares  and  colored  arrows 
zinging  between  the  shapes.  But  Virtua  staff  found,  for  example, 
that  more  than  1,000  paper  forms  were  used  in  clinical  processes. 
Reforming  the  workflow  and  adding  technology  reduced  the 
number  to  200  forms,  all  of  which  will  be  electronic  in  a  new 
clinical  information  system. 

“Putting  IT  on  top  of  a  fragmented  process  doesn’t  solve  any¬ 
thing,”  Miller  adds.  “Doing  flow-charting  underneath  IT— that’s 
the  winner.” 

Virtua  includes  a  clause  in  its  contracts  that  says  vendors  must 
help  with  process  mapping  before  any  new  software  is  rolled  out. 

In  addition  to  the  C-suite  involvement  with  the  IT  project 
managers,  a  group  of  clinicians  makes  sure  that  the  develop¬ 
ment  meets  specifications.  Miller,  Saunders  and  Campanella  all 
attend  monthly  Six  Sigma  update  meetings.  That  commitment 
is  nonnegotiable,  says  Miller.  The  meetings  are  “not  something 
we  delegate  to  other  people.  We’re  there.” 

Competing  for  Customers 

They  may  not  hold  “buy  one,  get  one  free”  sales,  but  like  any  other 
business,  hospitals  compete  for  customers.  Unlike  other  industries, 
health  care  lags  in  using  IT  for  efficiency,  never  mind  competitive 
advantage.  For  example,  just  1.5  percent  of  hospitals  in  the  United 
States  use  comprehensive  electronic  medical  records,  according  to 
Kaiser’s  Fasano.  “It’s  a  manual,  disconnected  industry,”  he  says. 
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The  Long  Road  to 
E-HealtnRecords 

Kaiser  Permanente's  CIO  stresses  physician  buy-in 

When  CIOs  debate  the  difficulty  of  installing  electronic  medical  records, 
they  inevitably  point  to  Kaiser  Permanente.  The  $40  billion  healthcare 
organization  has  been  deploying  electronic  medical  records  (EMR)  in  various 
pockets  of  its  provider  and  insurance  network  for  more  than  a  decade  and 
decided  to  link  them  all  into  one  companywide  system.  System  outages,  phy¬ 
sician  rebellion,  privacy  issues-  Kaiser  has  dealt  with  it  all.  CIO  Phil  Fasano, 
who  joined  Kaiser  in  2006,  talks  about  weathering  the  ups  and  downs. 

Q:  You  weren't  there  at  the  start  of  Kaiser's  many  e-health  proj¬ 
ects.  How  did  you  reset  those  that  may  have  been  off-track? 

A:  The  challenges  were  well  written  about  and  had  to  do  with  reliability  in 
IT,  timing,  budget  and  our  progress. 

Q:  So,  a  little  bit  of  everything  was  causing  trouble? 

A:  You  learn  things  as  you  go  along.  The  organization  has  gone  through 
some  significant  learning  about  what  was  required  of  IT  to  make  this  a  suc¬ 
cess.  I  spent  my  first  six  months  with  physician  leadership  and  got  a  deep 
understanding  of  what  an  integrated  system  means,  what  it  means  to  be  a 
physician  at  Kaiser  Permanente  and  a  patient  at  Kaiser  Permanente.  Once 
you  implement  an  EMR,  it  becomes  core  to  delivering  care.  If  the  system  is 
unavailable  for  an  hour,  that  just  can't  be,  We  made  major  investments  in 
data  centers,  servers,  networks-in  the  hundreds  of  millions  of  dollars. 

Q:  How  should  healthcare  CIOs  plan  EMR  projects  to  qualify  for 
stimulus  funds? 

A:  They  tend  to  take  two  to  five  years.  There's  a  lot  to  do,  Think  about  why 
you  need  a  medical  record,  and  have  that  be  your  primary  driver,  not  the 
incentive  money.  Physicians  have  to  be  onboard.  They're  the  ones  who  will 
get  meaningful  use  out  of  it.  It's  more  than  just  [IT]  keeping  them  aware, 
Physician  leadership  has  to  be  involved.  Physicians  listen  best  to  other 
physicians.  -K.5.N. 


Yet  we  know  automation  attracts  customers.  Sixty- 
two  percent  of 1,000  consumers  polled  by  NCR  said 
they  are  more  likely  to  choose  a  hospital  that  lets  them 
pay  bills,  fill  out  forms  or  schedule  appointments 
online.  Yes,  NCR  sells  kiosks  to  medical  organiza¬ 
tions  and  no  doubt  cites  those  numbers  during  every 
sales  call.  But  survey  results  show  that  people  really 
want  more  technology  in  their  healthcare  interactions: 

Fifty-three  percent  want  to  book  appointments  via 
their  mobile  devices. 

Yet  opening  up  a  doctor’s  calendar  to  patients 
carrying  iPhones  isn’t  what  Obama  is  talking  about. 

That  won’t  get  you  to  the  “meaningful  use”  of  technol¬ 
ogy  that  the  stimulus  money  requires. 

So  far,  the  federal  group  in  charge  of  laying  out 
the  requirements  has  said  that  hospitals  must  use 
an  EMR  for  jobs  such  as  tracking  medications, 
accessing  lab  test  results  and  recording  patient 
care  progress.  At  doctors’  offices,  computerized 
physician  order  entry  systems  must  replace  paper 
notes,  while  at  hospitals,  at  least  10  percent  of  doc¬ 
tors’  orders  must  go  through  that  kind  of  electronic 
system.  Insurance  claims  must  be  submitted  elec¬ 
tronically  from  an  office,  clinic  or  hospital. 

IT  definitely  has  the  ear  of  C-level  health  care 
executives,  says  John  Stanley,  SVP  and  CIO  of  Riv¬ 
erside  Health  System  in  Newport  News,  Va.  The 
question  is  how  to  bend  it. 

Riverside  started  automating  physician-office- 
based  patient  records  13  years  ago,  but  the  stimulus 
incentives  have  “put  some  more  urgency  into  our  jour¬ 
ney,”  Stanley  says.  He  runs  two  different  electronic 
medical  records  systems.  The  principal  user  is  River¬ 
side  Medical  Group,  a  multispecialty  group  of  close 
to  400  practitioners  scattered  over  multiple  market 
areas.  Many  physicians  currently  utilize  CPOE  and 
electronic  prescribing  capabilities.  They  also  have  an 
electronic  record  system  in  their  Acute  Care  division, 
and  the  two  systems  exchange  information.  CPOE  is 
currently  being  implemented  across  the  various  hos¬ 
pitals,  starting  with  the  hospitalists. 

These  sorts  of  technology  projects  are  winning  out  over  other 
business  projects  to  get  capital  and  the  OK  to  hire,  he  says,  esti¬ 
mating  that  the  hospital  will  receive  $20  million,  subject  to  final 
regulations,  from  2011  to  2015— a  goodly  sum  for  a  nonprofit. 

But  for  those  who  haven’t  begun  automating,  2011  is  going  to 
come  fast,  says  Aurelia  Boyer,  CIO  of  New  York  Presbyterian,  a 
$3  billion,  2,200-bed  healthcare  provider. 

“We  started  on  this  path  way  before  Obama  was  elected,”  says 
Boyer,  who  is  a  registered  nurse  with  an  MBA.  “If  you  haven’t  even 
started,  you  can’t  make  it.”  She  says  her  hospital  could  spend  “tens 
of  millions  of  dollars”  when  all  is  said  and  done. 

New  York  Presbyterian  recently  finished  a  Web  portal  based 
on  Microsoft’s  Health  Vault,  where  patients  can  access  their  health 
records,  request  appointments  and  pay  bills.  Crucial  to  opening 
up  hospital  data  to  patient  access  was  the  support  of  her  C-level 
peers,  she  says.  It’s  a  major  change  in  mind-set  to  unlock  formerly 


sequestered,  heavily  guarded  information  that  many  care-givers 
consider  their  private  domain.  That  change  has  to  flow  from  the  top, 
she  explains,  if  staff  are  to  accept  new  processes  and  the  technology 
that  supports  them.  “We  believe  this  is  the  patient’s  data.” 

Steadfast  Through  Rough  Patches 

Steady  confidence  from  top  executives  becomes  crucial  when 
projects  stall.  Mount  Sinai  had  expected  to  be  a  leader  in  smart- 
card  use  by  now,  having  started  a  project  five  years  ago  to  give 
patients  chip-based  plastic  cards  to  hold  their  medical  and  demo¬ 
graphic  data.  But  Mount  Sinai’s  smart-card  provider  decided  to 
get  out  of  that  business. 

Matching  medical  records  with  the  right  patients— regardless 
of  whether  they  are  computerized— is  an  ever-present  problem. 
That’s  especially  true  in  a  big  city  like  New  York  where  many  peo¬ 
ple  have  the  same  or  similar  names,  explains  Contino,  who  is  also 
chairman  of  the  Smart  Card  Alliance  Healthcare  Council. 
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“As  CEO,  I  get  tired  of  hearing  we’re  using 
20  percent  of  the  functionality  of  a  system. 
We  don’t  want  to  be  average  anymore.” 

-Virtua  Health  CEO  Richard  Miller 


Large  healthcare  systems  often  duplicate  records,  too,  by  start¬ 
ing  a  new  one  for  a  given  patient  when  the  system  is  down  or 
there’s  an  emergency  and  no  time  to  call  up  an  archived  file.  These 
medical-record  errors  are  “an  insidious  problem  that  most  hos¬ 
pitals  don’t  talk  about,”  he  says.  If  patients  came  in  with  unique, 
secured  smart  cards  in  their  wallets,  at  least  some  of  the  problems 
would  be  eliminated. 

But  the  work  came  to  a  halt  about  three  years  in  when  the  ven¬ 
dor  and  development  partner,  which  Contino  declines  to  name, 
changed  its  business  plan  and  stopped  selling  smart  cards.  Over 
the  past  18  months,  Mount  Sinai  has  partnered  with  TrustBearer 
Labs,  Giesecke  &  Devrient  and  Extension  to  restart  the  project. 

During  this  “extremely  frustrating”  hiatus,  executive  support 
didn’t  waver,  Contino  notes. 

About  10,000  Mount  Sinai  patients  have  a  card  now;  the  goal 
is  to  reach  100,000  in  the  next  couple  of  years.  C-suite  meetings 
to  talk  about  technology  continue,  and  a  committee  of  technology 
and  business  managers  meets  every  week  to  discuss  progress  on 
meeting  the  requirements  of  the  stimulus  package. 

Mind  the  (Maintenance  and  Support)  Gap 

Incentive  money  to  get  moving  is  one  thing.  But  the  federal  govern¬ 
ment  is  not  offering  money  to  maintain  and  upgrade  EMRs  and 
other  e-health  applications  into  the  future.  Some  CIOs  worry  about 
where  cash-strapped  hospitals  will  get  the  money  for  maintenance. 
How  supportive  will  fellow  executives  be  in  the  future  as  ongo¬ 
ing  costs  mount?  And  once  automation  starts,  it  only  gets  more 
complicated,  says  Frank  Sottile,  chief  medical  officer  at  Crittenton 
Hospital  Medical  Center  in  Rochester,  Mich. 

In  2003,  when  Crittenton  started  implementing  the  Millen¬ 
nium  electronic  medical  record  from  Cerner,  the  hospital  ran  28 
applications.  Next  year,  it  will  have  more  than  90  being  managed 
for  it  by  CareTech  Solutions,  an  outsourcer  to  which  the  hospital 
sent  its  entire  IT  department  in  2003. 

“With  what  we’ve  invested  in  IT,  the  board  expects  us  to  receive 
every  dollar  of  the  stimulus  available  to  us,”  says  Sottile,  who  over¬ 
sees  IT.  Will  the  $5  million  to  $6  million  Crittenton  estimates  it  will 
receive  in  2011  cover  its  IT  investment?  “Oh  no.  No,  no,  no,”  he  says. 
However,  he  declines  to  say  how  much  has  been  spent. 

Some  CIOs  frankly  doubt  there’s  any  direct  monetary  savings 
from  automating  any  part  of  health  care.  Digitizing  radiology,  for 
example,  may  save  money  on  film.  But  Sottile  points  out  that  the 
money  is  absorbed  by  the  costs  to  set  up  high-bandwidth  net¬ 
works  to  carry  X-rays  and  CT  scans  around  the  hospital  campus 
as  well  as  store  them  in  sophisticated  archiving  systems  to  allow 
quick  retrieval  of  old  images. 

“Seeing  financial  ROI,  that  would  be  like  putting  Jello  on  the 


wall,”  adds  Saunders,  the  Virtua  COO. 

A  more  attainable  goal,  healthcare  CIOs  agree,  is  realizing  lower 
costs  down  the  line  as  automation  and  data  analysis  shine  a  light  on 
more  efficient  ways  to  care  for  patients,  and  as  the  hospital  begins  to 
move  patients  more  quickly  through  the  system  and  provide  higher- 
quality  care.  Faster  turnover  in  the  beds,  with  fewer  patients  return¬ 
ing  with  complications,  yields  savings  overall. 

Follow  the  Data,  Find  the  Payoff 

To  really  get  some  meaning  out  of  the  data  these  applications 
collect  and  store,  healthcare  organizations  should  use  business 
intelligence  tools  to  analyze  scenarios  and  produce  evidence  of 
the  best  methods  of  care  for  specific  maladies,  says  Bill  McQuaid, 
CIO  of  Parkview  Adventist  Medical  Center. 

A  decade  ago,  Parkview  didn’t  even  have  e-mail.  Now  it  has  a 
full  EMR,  bar-coded  medication  dispensing,  e-prescribing  and 
fingerprint  sign-on  for  clinical  staff.  This  spring,  the  organization 
achieved  a  best-practice  Stage  6  in  the  Healthcare  Information  and 
Management  Systems  Society’s  seven-stage  rating  of  EMR  use. 

Through  advanced  clinical  committees.  Parkview  updates  and 
improves  clinical  applications  to  provide  better  functionality  for 
users  and  enhanced  care  for  patients.  This  evidence-based  medi¬ 
cine  wouldn’t  be  possible  without  integrating  its  computerized 
systems  and  using  BI  to  analyze  the  data,  McQuaid  says. 

In  2011,  Parkview  may  be  eligible  for  up  to  $700,000  in 
stimulus  funds  for  implementing  an  EMR  in  the  practices  of  its 
affiliated  physicians,  he  says.  For  the  use  of  EMR  and  other  tech¬ 
nology  at  the  hospital  itself,  he  says,  “it  could  be  millions.”  That’s 
an  impressive  amount  for  a  55-bed  hospital  in  southern  Maine. 

Yet  despite  the  best  planning  and  the  tightest  working  rela¬ 
tionships  between  key  executives,  some  observers  expect  failures 
along  the  way.  Obama  himself  admits  that  none  of  this  will  be 
easy,  even  with  the  stimulus  package  funding  in  hand.  “There 
will  be  some  slippage  along  the  way,”  the  president  says.  “There 
will  be  hazards  and  reverses.” 

In  the  meantime,  there’s  a  lot  of  chatter  online  and  at  healthcare 
IT  conferences  about  what  “meaningful  use”  means,  and  there 
have  been  plenty  of  complaints  about  unclear  definitions  to  date. 

Virtua  CEO  Miller  predicts  a  wave  of  collaboration  among 
hospitals  because  many  lack  the  money  to  put  in  the  software 
needed  to  comply  with  Obama’s  demands.  No  one  wants  to  start 
incurring  the  penalties  that  begin  in  2015. 

“They  will  be  looking  for  partners,”  Miller  says,  “because  they 
won’t  be  able  to  implement  or  afford  this.” 


Contact  Senior  Editor  Kim  S.  Nash  at  knash@cio.com.  Follow  her  on 
Twitter:  www.twitter.com/knash99. 
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Lead  with  your  best  game  plan  and  close  the  gap 

Influence  the  mid-market  by  providing  right  sized  IT  solutions 


Get  to  the  end  zone  -  access  our  complimentary  Playbook 
Excerpt  or  purchase  the  full  Playbook,  a  unique  resource, 
developed  by  CIOs  for  CIOs  and  the  vendor  community  that 
supports  them. 
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CEO  Sweet  Talk 


Whattodoto  impress  the  new  chief  executive  by  diane  frank 

It  doesn't  always  take  a  year  full  of  global  upheaval  for  a  company  to  acquire  a  new  CEO.  When 
money  is  tight  and  staff  members  are  stressed,  it’s  more  essential  than  ever  for  CIOs  to  have  a  game 
plan  for  what  to  do  when  there’s  a  new  personality  with  new  priorities  in  the  top  office. 

“Hang  on  to  your  hat,”  says  Maurizio  Laudisa,  CIO  of  medical  services  company  Lifelabs.  “It’s 
all  about  who  you  get.” 

Gaining  a  firm  grasp  on  that  subjective  aspect  of  the  transition  can  be  the  key  to  doing  more  than 
just  surviving,  according  to  a  CIO  Executive  Council  survey.  To  flourish,  CIOs  should  get  them¬ 
selves  in  front  of  the  new  CEO  and  get  good  and  familiar  with  the  person  behind  the  title.  How  do 
they  like  to  communicate?  How  do  they  operate?  And  what  are  their  experiences  with  IT? 

That  last  question  is  particularly  important  to  tease  out  early,  says  Don  Zimmerman,  CIO  of 
Wendy’s/Arby’s  Group.  No  matter  what  a  CEO  knows  about  IT  and  how  technology  can  ►  ► 
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advance  the  business,  dealing  with  a  new  CEO  whose  expe¬ 
riences  with  IT  are  good  versus  one  who  has  been  burned 
is  a  much  different  situation. 

Even  for  CIOs  with  a  business  background,  laying  this 
extensive  personal  groundwork  can  seem  like  a  lot  of  slog¬ 
ging  for  little  gain.  But  skipping  it  can  have  repercussions, 
warns  Jim  Burdiss,  VP  and  CIO  of  Affinia  Group. 

“It  went  very  poorly  the  first  time  I  went  through  this,”  he 
admits.  “You  need  to  gauge  in  that  first  meeting  where  all 
of  their  interest  and  experience  comes  from,  and  I  couldn’t 
have  missed  it  more  if  I  threw  a  dart  from  100  yards.  I  was 
overanxious,  trying  to  justify  what  IT  was  doing  and  IT 
expenditures,  and  I  didn’t  listen  enough.  I  talked  too  much 
and  I  absolutely  was  not  myself.” 

Unless  you’re  at  a  relatively  small  company,  the  CEO 
isn’t  going  to  have  a  personal  bond  with  every  member  of 
the  IT  staff.  But  the  CIO  doesn’t  have  to  be  the  only  one  in 
the  relationship.  Lack  of  communication  leaves  the  door 
open  for  rumors.  Some  CIOs  have  even  taken  the  step  of 
asking  the  new  CEO  to  meet  with  senior  IT  staff,  ensuring 
that  at  least  some  level  of  personal  relationship  goes  deeper 


into  the  organization.  Getting  direct  reports  involved  with 
establishing  IT’s  message  to  the  top  also  creates  a  higher 
level  of  comfort  with  long-term  benefits  for  both  sides. 

No  matter  what  steps  CIOs  take  for  themselves  or  their 
staff,  one  of  the  biggest  opportunities  for  the  IT  organiza¬ 
tion  as  a  whole  can  be  the  chance  to  establish  IT’s  role  as  a 
partner  in  value  for  the  company  and  the  CEO. 

“You  have  to  market  yourself  and  your  staff  as  an  innova¬ 
tive  group  that  knows  how  to  leverage  technology  for  more 
effective  business  purposes,”  says  Chris  Barber,  SVP  and 
CIO  of  the  Western  Corporate  Federal  Credit  Union. 

And  sometimes  CIOs  need  to  stop  talking  and  listen  to 
a  new  perspective. 

“Be  open  and  honest,”  suggests  Allan  Davies,  CIO,  Asia 
Pacific,  for  global  logistics  company  Dematic.  “But  realize 
that  like  with  all  departments,  fresh  eyes  on  the  IT  organiza¬ 
tion  can  often  see  beneficial  changes.” 

Diane  Frank  is  content  development  specialist  for  the  CIO  Execu¬ 
tive  Council,  a  peer  advisory  service  and  professional  association 
founded  by  CIO's  publisher.  She  can  be  reached  at  dfrank@do.com. 


I  need  real-time  labor  data  from  my  ERP  system. 

O  Yes. 

O  Wine.  Cheese.  Labor  data.  I  like  to  let  them  all  age  properly. 


Batch-processed  ERP  labor  data  is,  by  definition,  late.  But  managers  armed  with  real-time  information  will 
spot  and  solve  issues  before  they  become  problems.  At  Kronos,  we  understand  your  workforce  management 
challenges  and  what  it  takes  to  address  them.  Which  is  why  all  our  solutions  deliver  complete  automation, 
high-quality  information,  and  are  easy  to  own.  With  thousands  of  installations  in  organizations  of  all  sizes  — 
including  over  half  the  Fortune  1000® —  we’re  proving  workforce  management  doesn’t  have  to  be  so  hard. 


Visit  Kronos.com/realtimel  for  the  free  IDC  White  Paper:  “Optimizing  Resources,  Lowering  Costs  in  a  Challenging  Economy". 
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►  CAREER  STRATEGIST  w*M 


When  the  Business  Is  IT 


The  advantages  of  life  as  an  IT  industry  CIO  by  martha  heller 


Despite  the  fact  that  a  CIO’s  responsibili¬ 
ties  are  easily  as  wide  and  deep  as  any  other 
executive’s,  we  at  CIO  magazine  are  always 
urging  CIOs  to  do  more.  Grab  product  devel¬ 
opment,  take  over  a  P&L,  run  a  non-IT  part 
of  the  business.  Why  the  CIO  role  itself  seems  never  to  be 
enough  is  the  subject  of  a  future  column.  Here,  I  would 
like  to  address  whether  some  sectors— like  IT  products 
and  services— offer  a  better  pathway  to  these  “extra  CIO” 
areas  than  others.  Do  CIOs  who  work  for  IT  companies 
have  more  opportunities  for  influence  and  impact  than 
CIOs  who  work  for  companies  that  sell  soap?  I  spoke  to 
three  CIOs  in  the  IT  industry  to  find  out. 

Customer/Industry  Exposure 

Mark  Settle’s  resume  includes  CIO  roles  at  Arrow  Elec¬ 
tronics  and  Corporate  Express.  Now  at  BMC  Software,  an 
enterprise  management  software  provider,  Settle  does  see  a 
difference.  “The  goal  of  the  IT  organization  in  any  company 
is  to  make  the  end-customer  happy,  but  customer  needs 
often  get  translated  back  to  IT  through  a  convoluted  series 
of  functional  groups,”  says  Settle.  “Because  the  sales  group 
at  BMC  views  the  IT  organization  as  a  great  case  study  of 
what  our  products  can  do,  as  CIO,  I  have  more  exposure  to 
our  customers  and  a  better  understanding  of  the  sales  cycle 
than  I  would  in  another  industry.” 

An  executive  is  only  as  good  as  his  or  her  networks,  and 
the  more  internally  focused  the  CIO  is,  the  harder  it  can  be 
to  keep  those  networks  fresh.  “As  CIO  of  an  IT  company, 
I  feel  like  I  am  back  in  graduate  school  getting  another 
degree  in  technology,”  Settle  says.  “BMC’s  marketing  group 
wants  us  to  demonstrate  that  technology  expertise  to  our 


customer  base,  so  I  am  sent  pretty  frequently  to  industry 
conferences  to  give  presentations  on  business  and  technol¬ 
ogy.  This  has  been  a  tremendous  opportunity  to  network 
with  other  CIOs.” 

Impact  on  Business  Strategy 

Having  had  CIO  roles  at  Rational  Software  and  Getronics 
and  now  at  IT  services  provider  CompuCom,  John  Douglas 
has  considerable  experience  running  IT  for  IT  companies. 
“The  IT  organization  at  CompuCom  is  deeply  involved  in  the 
company’s  go-to-market  strategy,”  he  says.  “We  sit  down  with 
our  clients  and  solution  directors  and  play  a  critical  role 
in  major  services  decisions  like  how  best  to  implement 
the  Information  Technology  Infrastructure  Library  v3 
for  change  management  and  how  to  design  our  portal.” 
With  IT  playing  such  a  direct  role  in  CompuCom’s  services 
strategy,  there  are  fewer  opportunities  for  misalignment 
between  business  and  IT  than  in  other  industries. 

Research  and  Development 

With  the  IT  group  delivering  the  very  same  services  to  its 
clients  that  it  uses  internally,  Douglas’s  organization  oper¬ 
ates  as  a  mini  R&D  group  in  many  cases.  “We’re  imple¬ 
menting  a  new  integrated  information  management  tool 
and  putting  a  lot  of  the  new  functionality  into  CompuCom 
first,”  he  says.  “We’re  gaining  some  expertise  around  the 
new  tool  before  bringing  it  out  to  a  client.” 

Profit-and-Loss  Responsibility 

In  addition  to  providing  IT  services  to  his  internal  and 
external  customers,  Dave  McCue,  CIO  of  CSC,  a  business 
and  technology  solutions  provider,  is  also  the  P&L  leader 


Quick  Fix  « *;■'  Don't  Fret  Those  Sleepless  Nights:  Next  time  you  find  yourself  up  late  at  night 
crunching  numbers  and  thinking  about  work,  stop  short  of  fearing  insomnia.  Jerome  Siegel,  a  professor 
of  psychiatry  at  the  University  of  California,  Los  Angeles,  argues  that  sleep-or  a  lack  thereof-is  nature's 
way  of  helping  us  adapt  to  current  needs.  Most  of  the  time,  we  get  all  the  Z's  we  need. 
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Do  CIOs  who 
work  for  IT 
companies 
have  an 
advantage 
over  those 
who  don't? 


of  the  CSC  account,  which  he 
describes  as  “an  800-pound 
gorilla  customer”  for  the  large 
global  outsourcer.  Not  only  does 
this  dual  role— as  both  customer 
and  account  manager— secure 
him  an  unquestioned  seat  at  the 
table,  but  it  is  also  a  boon  for  tal¬ 
ent  development.  “The  account-leveraged  model  means 
that  many  of  the  people  who  work  in  the  IT  organization 
are  also  servicing  other  accounts,  so  they  are  taking  the 
expertise  they  gained  externally  and  bringing  it  right  back 
into  my  organization.” 

Business  Development 

Until  there  is  a  market  demand  for  digital  soap,  it  will 
be  challenging  for  a  soap  company’s  CIO  to  identify  and 
develop  major  revenue  opportunities  for  his  or  her  com¬ 
pany.  At  an  IT  company,  however,  the  CIO  is  much  closer 
to  the  revenue  stream  and  is  well  positioned  for  this  role. 


“Because  CSC  is  an  IT  services  provider,  I  believe  it  is  much 
easier  for  me  to  work  hand-in-hand  with  the  business,” 
says  McCue.  “For  example,  I  identified  what  wound  up 
being  a  major  new  market  opportunity  for  CSC.  From  my 
vantage  point  as  CIO,  I  was  able  to  drive  it  through  all  of 
the  processes  and  bring  it  to  market.” 

McCue,  Settle  and  Douglas  all  realize  that  the  role  of 
IT  industry  CIOs  also  bring  a  unique  set  of  challenges, 
like  being  responsible  for  R&D  in  addition  to  a  full  slate 
of  IT  projects.  As  Douglas  puts  it,  “Like  the  shoemaker’s 
children,  our  clients  come  first,  so  we  need  to  manage  our 
resources  with  that  in  mind.”  But  with  product  strategy 
influence,  built-in  alignment,  team  exposure  to  the  cut¬ 
ting  edge  of  technology  and  a  direct  line  to  the  company’s 
revenue  stream,  the  IT  leader  role  can  be  a  major  catalyst 
in  a  CIO’s  career. 

Martha  Heller  is  managing  director  of  the  IT  Leadership  Practice  at 
ZRG  Partners,  an  executive  recruiting  firm.  Reach  her  at  mheller@ 
zrgroup.com  or  read  her  column  at  www.cio.com/author/41283. 


I  want  to  have  ready  access  to  my  labor  data. 

O  Yes. 

O  No,  I  love  being  nickel  &  dimed  by  my  service  bureau. 

It’s  your  data.  It  should  be  available  to  you  whenever,  and  however,  you  want.  Without  paying  for  every 
question,  query  or  report.  At  Kronos,  we  understand  your  workforce  management  issues  and  what 
it  takes  to  address  them.  Which  is  why  all  our  solutions  deliver  complete  automation,  high-quality 
information,  and  are  easy  to  own.  With  thousands  of  installations  in  organizations  of  all  sizes  —  including 
over  half  the  Fortune  1000® —  we’re  proving  workforce  management  doesn’t  have  to  be  so  hard. 


Visit  Kronos.com/optimizel  for  the  free  Nucleus  Research,  Inc.  case  study  on  reducing  payroll  data  diversity. 
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SOUNDING  BOARD 

Treasure  Hunt 

In  a  job  market  rich  with  highly  qualified  applicants,  CIOs  are  searching  for  the  real  gems 

ROBERT  NORRIS,  PINNACOL  ASSURANCE 

TEST  APPLICATION  ABILITY 

The  traditional  assessment  of  skills  and  experience  often  gets  you  a  ton  of  folks  in  the 
door  who  know  what  they’re  doing  but  can’t  always  actually  apply  it.  Once  we’ve  done 
that  initial  traditional  filter,  we  move  on  to  an  in-depth  problem-solving  and  analytical 
assessment.  We  spend  the  better  part  of  a  day  on  this  in  order  to  do  more  than  just  check 
a  box  for  “can  apply  skills.”  We  put  candidates  directly  into  the  work  environment  with 
our  teams  and  give  them  hands-on  challenges,  such  as  solving  problems  on  the  help 
desk  or  building  part  of  a  new  application. 

Cultural  fit  is  also  important.  A  final  assessment  is  conducted  in  which  a  candidate  is 
interviewed  by  a  panel  of  all  members  of  IT  management.  We  make  sure  that  the  candi¬ 
date  will  be  a  good  fit  within  the  team  and  will  interact  well  with  IT’s  customers. 

So  far,  this  has  had  a  terrific  payoff.  We  have  been  taking  this  formal  approach  ►  ►  ► 

The  CIO  Executive  Council  is  a  global  peer  advisory  service  and  professional  association  of 
more  than  500  CIOs,  founded  by  CIO's  publisher.  To  learn  more,  visit  council.cio.com. 
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for  more  than  a  year  now,  and  the  new  employees  we’ve 
hired  have  been  outstanding. 

MARY  FINLAY,  PARTNERS  HEALTHCARE  SYSTEM 

ASK  UNEXPECTED  QUESTIONS 

I  like  to  go  beyond  the  standard  “challenge”  questions  dur¬ 
ing  the  interview.  One  I  always  return  to  is  about  integrity. 
I  ask  people  to  provide  an  example  of  when  they  have  been 
personally  or  professionally  challenged  and  to  describe  how 
they  responded.  I  don’t  frame  the  question  as  whether  they’ve 
ever  been  confronted  about  a  particular  issue.  What  caused 
the  challenge  of  integrity  is  really  less  of  a  concern  than  the 
candidate’s  response  to  the  situation,  to  the  person  doing  the 
challenging  and  the  effect  on  the  relationship. 

It’s  illuminating  how  many  are  thrown  off  by  that  question. 
I  take  that  seriously,  even  if  they  seem  like  they  would  fit  in 
here  in  other  ways.  The  answer— or  lack  of  it— tells  me  a  lot 
about  the  person  and  how  they  handle  adversity  and  relation¬ 
ships.  When  you  get  past  all  of  the  technical  requirements, 
having  an  idea  of  how  someone  believes  they  will  react  in  a 


I’d  like  to  reduce  my  company’s  risks  around  labor 
law  compliance. 

©  Yes. 

O  Nothing  says  “fun”  to  me  like  a  wage  &  hour  audit. 

FMLA.  FLSA.  Collective  bargaining  agreements.  Meal  and  break  regulations.  Even  small  violations  can  quickly 
escalate  into  serious  risks  for  your  organization.  At  Kronos,  we  understand  your  workforce  management 
issues  and  what  it  takes  to  address  them.  Which  is  why  all  our  solutions  deliver  complete  automation, 
high-quality  information,  and  are  easy  to  own.  With  thousands  of  installations  in  organizations  of  all  sizes  — 
including  over  half  the  Fortune  1000®  —  we’re  proving  workforce  management  doesn’t  have  to  be  so  hard. 


Visit  Kronos.com/compiiancel  for  the  free  reprint  of  the  magazine  article:  “Best  Practices  in  Managing  Overtime  Compliance". 


charged  situation  like  that  can  be  the  differentiator  in  finding 
the  right  people  for  your  organization. 

BRIAN  LURIE,  STRYKER  ORTHOPAEDICS 

USE  CUSTOMERS  AS  SCREENERS 
In  traditional  IT  recruiting,  you  often  look  for  two  types 
of  professionals:  technical  specialists  to  complete  project 
work  and  liaisons  who  interface  with  clients.  At  Stryker, 
we  want  that  specialist  to  be  the  liaison.  We  want  everyone, 
even  our  database  administrators,  to  be  able  to  answer  ques¬ 
tions  if  they  run  into  the  client  in  the  hallway.  Because  of 
this  high  standard,  we  probably  see  more  candidates  than 
other  organizations. 

The  final  step  of  our  evaluation  process  is  for  candidates 
to  talk  not  only  with  peers  and  IT  management,  but  also  with 
the  clients  whom  they  would  be  working  with.  We  include 
clients  in  the  hiring  process  in  order  to  start  a  partnership 
before  the  candidate  is  hired.  It’s  the  strength  of  those  rela¬ 
tionships  that  helps  make  our  IT  professionals  successful.  It’s 
no  longer  “us  and  them;”  we’re  a  business  partner. 
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Business 

Development 

Direct  Energy  CIO 

Kumud  Kalia  on  how 

to  acquire  a  commercial 
perspective 


What  can  IT  leaders  do  to  improve  their  business  smarts? 


Anyone  aspiring  to 
senior  executive  IT 
positions  has  heard 
the  long  list  of  skills 
and  experiences  that 
need  to  be  accumu¬ 
lated  along  the  way. 

Be  more  strategic.  Be  a 
better  communicator. 
Become  familiar  with 
finance  and  accounting 
principles.  The  list  goes 
on,  but  the  one  com¬ 
petency  I  think  is  least 
understood  and  most 
difficult  to  acquire  is 
commercial  orientation. 

Commercial  orienta¬ 
tion  is  about  under¬ 
standing  and  factoring 
in  the  business  impact 
of  concepts  or  deci¬ 
sions.  Making  choices 
around  a  system  imple¬ 
mentation  based  on 
financial,  operational 
and  market  impact 
shows  commercial 
judgment,  contrasted 


with  selecting  the 
best  technical  product 
alone. 

For  example,  I 
recently  dissuaded 
business  colleagues 
from  buying  a  CRM 
solution  not  because 
I  didn't  like  the  tech¬ 
nology,  but  because  I 
didn't  thinktheir  busi¬ 
ness  would  improve 
enough  to  justify  the 
investment.  It  would 
have  been  a  great 
technology  project, 
but  unless  many  other 
things  were  changed, 
it  would  have  damaged 
profitability. 

Opportunities  need 
to  be  manufactured 
to  gain  commercial 
exposure,  as  they 
don't  typically  occur 
within  the  traditional 
IT  track.  One  approach 
is  to  extend  what  we 
already  do.  Our  contract 


negotiation  and  sup¬ 
plier  management  skills 
can  be  applied  to  sup¬ 
ply  chain  or  operations 
management.  In  tech 
companies,  product 
development  can  be 
very  similar  to  corpo¬ 
rate  software  develop¬ 
ment.  Those  who  are 
more  process-oriented 
can  utilize  techniques 
such  as  Six  Sigma  to 
diagnose  and  treat 
business  problems, 

Try  to  arrange 
assignments  in  other 
departments  to  get 
closer  to  the  company's 
core  business  or  cus¬ 
tomer  interface.  One  of 
our  senior  IT  staff  led 
an  in-source  initiative 
to  improve  the  quality 
of  customer  service. 

You  can  also  build 
longer-term  commer¬ 
cial  forays  into  your 
career  path.  I  have 


stepped  outside  a  pure 
IT  role  into  operations, 
strategy  and  manage¬ 
ment  consulting  to  gain 
a  broader  business 
perspective.  The  expe¬ 
riences  gave  me  great 
insight  into  business 
value  drivers  as  well  as 
sales  and  marketing. 

So,  no  matter  if  you 
are  a  junior  IT  staffer 
learning  the  ropes,  a 
mid-level  IT  manager 
seeking  more  respon¬ 
sibility  or  an  experi¬ 
enced  CIO  looking  for 
general  management 
opportunities,  we  can 
all  achieve  greater  suc¬ 
cess  by  becoming  more 
commercial  in  the  way 
we  operate. 


Kumud  Kalia  is  Direct 
Energy's  CIO  and  executive 
VP,  customer  operations, 
and  a  member  of  the 
Council. 
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Customers  First 


How  the  senior  VP  and  CTO  of  Corbis  got  IT  focused 
on  what  consumers  want 


BY  RAJIV  JAIN 

The  smallest  ideas  about  how  customers 
use  our  products  and  systems  can  often  have 
the  biggest  impact  in  a  Web  environment.  A 
new  way  to  cache  information  wasn’t  even 
on  our  priority  list  at  American  Greetings 
Interactive  (AGI)  several  years  ago,  but  it  moved  up  to  the 
top  when  one  of  my  staff  members  suggested  it  during  a 
session  I  implemented  for  airing  such  ideas.  Soon  we  were 
reducing  storage  needs  and  increasing  performance. 

CIOs  have  to  encourage  their  staff  to  think  about  what 
little  ideas  can  mean.  At  my  current  company,  Corbis,  a 
stock  photography  site,  our  mission  is  to 
empower  creativity  through  accessible 
media:  our  catalog  of  photographs,  video 
and  multimedia.  That  accessibility  is  now 
achieved  online.  My  goal  has  been  to  excite 
people  about  their  ideas  and  make  them 
want  to  come  to  me  saying,  “Did  you  see 
what  this  other  company  did?  I  have  an  idea 
to  make  it  even  better.” 

When  I  joined  Corbis  earlier  this  year,  I 
realized  that  in  order  for  my  staff  to  really 
think  about  the  customer,  Corbis  needed  to 
think  about  IT  as  holding  a  place  at  the  cen¬ 
ter  of  the  company’s  financial  success.  I  decided  the  way  to 
ensure  everyone  at  Corbis  understood  IT’s  position  in  the 
company’s  future  was  to  rebrand  my  group  from  “IT”  to 
“technology.”  This  may  seem  like  a  little  thing,  but  to  many, 
the  term  “IT”  means  expensive  boxes  supporting  the  back 
end.  And  while  the  customer  doesn’t  touch  or  see  it,  it’s  the 
part  that  makes  our  organization  run. 

Renaming  my  group  was  only  the  start.  I  have  also 
taken  steps  to  encourage  everyone  to  think  from  a  cus¬ 
tomer’s  point  of  view. 

The  first  step  was  to  merge  activities  such  as  Web  prod¬ 
uct  development  and  e-commerce  into  the  technology  orga¬ 
nization,  rather  than  allowing  the  business  to  hold  sole 
responsibility  for  them.  Having  the  business  gathering 
requirements  and  passing  them  on  to  the  technology  devel- 


Think 
about  IT 
as  holding  a 
place  at  the 
center  of  the 
company's 
financial 
success. 


opers  is  a  fine  methodology,  but  in  a  Web-centric  environ¬ 
ment  that  thrives  on  short  product  cycles  and  immediate 
response  to  customer  needs,  it  hampers  the  speed  and  effec¬ 
tiveness  of  development.  It  works  better  if  everyone— from 
the  product  manager  to  the  developer— is  thinking  about 
how  the  customer  behaves. 

I  then  started  encouraging  my  staff  to  incorporate 
this  business  viewpoint  into  their  own  career  develop¬ 
ment.  As  you  think  about  your  career  growth,  I  told 
them,  you  should  be  coming  up  with  two  or  three  points 
to  add  each  year  on  what  you  have  done  to  change  the 
technology  group,  the  company  and  ulti¬ 
mately  how  Corbis  interacts  with  custom¬ 
ers.  As  staff  members  learn  and  adapt,  they 
not  only  think  about  how  they  are  helping 
the  organization,  they  think  about  how 
they  are  affecting  the  customer.  Having 
all  these  ideas  in  place  helped  me  deliver 
three  major  initiatives  at  Corbis  in  my  first 
eight  months. 

Encouraging  people  to  think  this  way 
only  goes  so  far.  You  need  to  make  them  live 
it.  For  example,  the  caching  project  we  devel¬ 
oped  at  AGI  grew  out  of  an  initiative  called 
Hack  Day,  which  I  plan  to  bring  to  Corbis. 

Hack  Day  is  a  24-hour  period  for  developers  to  work  on 
their  own  or  in  teams  to  build  a  product  prototype.  The  date 
is  set  well  in  advance  so  they  can  get  together  on  their  own 
time  to  brainstorm  and  vet  ideas.  The  coding  and  develop¬ 
ment  all  has  to  happen  in  the  designated  24  hours. 

We  did  this  at  AGI  in  2005  and  2006,  and  it  was  fas¬ 
cinating  to  see  how  many  great  customer-oriented  ideas 
surfaced:  ideas  that  grew  through  interaction,  observation 
and  chatter  in  the  halls.  No  matter  what  company  you’re  in, 
you  need  to  think  about  the  customers’  needs,  desires  and 
their  interaction  with  your  products  and  services. 

Rajiv  Jain  is  senior  VP  and  CTO  at  Corbis,  and  a  member  of  the  CIO 
Executive  Council.  To  learn  more,  visit  council.cio.com. 
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Save  the  date  for  2010 

Terranea  Resort 

Rancho  Palos  Verdes,  California 

August  22-24, 2010 

www.cio.com/executive-programs 


In  lfino  Virtual 

If  you've  dreamt  of  visiting  a  California  vineyard  but  haven’t  had  a  chance  to  make  the  trip,  Crushpad 
Winery  in  San  Francisco  just  might  be  the  virtual  experience  for  you.  Offering  a  unique  custom  wine 
making  experience,  Crushpad  doesn’t  simply  sell  wines,  it  enables  the  creation  of  your  own  wine  from 
inception  on  a  California  vineyard,  right  down  to  the  label  on  your  personalized  bottle. 

Through  Crushpad’s  online  social  network  for  clients— created  by  in-house  engineers— inexperi¬ 
enced  wine  makers  create  their  wine  plan  with  assistance  from  a  professional,  says  VP  of  engineering, 
Tom  Bougetz.  Members  stay  involved  via  several  avenues,  including  e-mail  updates  on  ripening  fruit 
and  “Crush  Cams,”  which  provide  communication  between  workers  and  wine  makers  at  home  through 
live  audio  and  video  streams.  This  fall,  Crushpad  launches  its  sixth  harvest,  boasting  a  customer  base  of 
3,000  nationwide,  who  in  2008  created  some  1,600  barrels  of  customized  wine,  costing  anywhere  from 
$19  to  $36  a  bottle.  -Simone  Levien 
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Your  transition  to  Windows  7  doesn’t  have  to  be  an  exercise  in  economics.  Sogeti  has 
unique  insight  into  Windows  7  that  can  help  you  avoid  unnecessary  deployment  costs. 
During  our  initial  analysis,  we  will  help  you  determine  what  applications,  equipment  and 
software  need  to  be  upgraded  and  which  are  ready  for  Windows  7.  We  deploy  Windows  7 
exactly  as  Microsoft  itself  would,  and  we  can  work  with  you  to  handle  your  migration 
efficiently,  using  best  practices  to  manage  expenses.  When  you  have  expertise  and 
preparedness  on  your  side,  you’ll  find  that  the  cost  of  deploying  Windows  7  is  nothing 
to  be  anxious  about. 


Start  overcoming  your  fears.  Text  Win7  to  30364  or  visit  us.sogeti.com/win7  for  a  copy 
of  our  7  Tips  for  Windows  7  Application  Readiness  whitepaper  and  a  free  phobia  t-shirt.* 


SOGETI 


US  Deployment/ACF  Partner  of  the  Year  2009 
www.sogeti.com  |  -888  i-soge  | 


'J  Windows  7 


Application  Compatibility  Factory 


Microsoft 

GOLD  CERTIFIED 

Partner 


Copyright©  2009  Sogeti.  ‘Standard  text  rates  apply.  To  view  our  privacy  policy,  please  visit  our  website.  Windows  7  is  a  trademark  of  the  Microsoft  Corporation. 
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/Wore  available,  reliable,  scalable. 

/Wore  able ,  period. 


Upgrade  now?  Absolutely.  Want  built-in  virtualization,  significantly  reduced  power  consumption  and  the  ability  to  seamlessly  move  virtual 
machines  without  disruption  of  service  or  perceived  downtime?  Windows  Server®  2008  R2  does  that.  Want  simplified  management 
through  a  single  set  of  tools  and  enhanced  protection  for  ubiquitous  remote  access?  Who  doesn't?  Layer  in  the  latest  version  of  System 
Center  and  integrated  Forefront™  security  and  you'll  get  all  that  too.  Whew!  That's  a  lot  of  added  efficiency  for  one  little  ad. 

To  learn  more  about  how  server  upgrades  can  create  efficiencies,  go  to  itseverybodysbusiness.com/upgrade 


Snap  this  tag  to  get  the 
latest  news  on  server  upgrades 
or  text  UPGRADE  to  21710 


Get  the  free  app  for  your  phone  at 

http://gettag.mobi 


Because  it's  everybody's  If  business 


